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Suin~ii;irv of the (-oiitc&s.of OCA-L.R-,-2 

'lhe Olficc ot'thc ('onsumer Ad\.ocate (Oc'I\) dctcmiinctl that thcrc could he hencfit in  

litding sources ot'~lti;iiililative inforination oil c o ~ ~ s u ~ n e r  satisfaction with postal services that 

would he altcriiati\c t o  those avail;ible solely liom the Postal Service, generally ohtnincd through 

discovery. (S(V. c.g.. Postal Service Lihrary  liclcrcnces J - I  62 und J-107). OCA helic\~cd that a 

possible alternnti\~c sourcc \vould he mnrkcting cIasscs a t  universities throughout the United 

States. Many ofthcsc cI;isses train students in the crafting of  survey instruments and the proper 

adiiiinistration ol~sucli instrunicnts. Typically. these classcs are taught by marketing professors 

\vho are cxpct-ts i n  thcir t ie lds nnd wlin would guide and oversee the stutlcnts' work. OCA 

vic\vetl this ;I wiri:wiii c i idca\ :~ i~- -  the students vmuld hcnctit from having to dcvelop a survey 

ui-etl satisfaction with cnii i i i ini i. widely iisctl products and services (postal) and actually 

have those results utilixd i n  ;I regulatory proceeding (Docket No. R2000- I ), a n d  OCA would 

I i a w  infni-incition generated from a large number of co~ i su~~ ic r s  of postal services. 

OCA was fortunate that professors at the Ilni\.ersity of Southern (-alifornia shared OCA'S 

view that this project could he henelicial in the instruction ot'inarketing stutlents enrolled in the 

university. OCA contacted Mnrlcy Winograd, Director of the Center of'l'elecomniunications 

Managcmcnt at the Mnrshall School of Business, who, i n  turn,  put OCA in touch with Professor 

Oinar El Sawy, Director ofResearch at the Center. On Friday, Septeiiiber 28, 2001, OCA faxed 

a list ofp~xsil i lc sui~vcyquestinns to Professor El Sawy. OCA held a telephone conference with 

Professor El Sawy on October I, 2001. 

Soon after, during the week of October 0 ,  Professor El Sawy enlisted Professor Francis 

Percira to wnrk 011 this project with two of the honors sections o f a  course called "Business 

Decisions Under Ilnccrtairity (BDIJIJ)." Seventy students were enrolled in  the two classes 
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I'rotessor I'ci-cir:~ tlivitlcd thein inio 1.3 groiips. many of\vliich h;id 3 ~ 4 siutlcnts each. Under 

the supel-visioii o f  I'rolessor I'creira. the stutlents de\ eloped a set of coininon. coi-e questions, rrnd 

they were pennitted to add ;I question o r  two ot' their o\vn design. By mid-November. the 13 

groups oi'studcnts had ~idtninistercd the sui-\cy. compiled the results. and  written reports of the 

results. S e i  ei-al groups prep;ircd p o ~ c r  point presentations on their results. 'TIE students 

presented the results to Professor Pcreira. i n  class. on November I O .  2001. A inemher of'the 

OCA st:itt ;ittentled the pi-escntations. 

During the week ot'Noveiiiber 26, 2001. all the groups' reports and powcr point 

presentations were e-mailed to O('A. 'Ilicsc written reports and power point presentations are 

contained i n  Pait I l l  of the instant Libnry Rcfcrcnce. 

Jctincttc Allen and Stephanie C'lieng. t\vo ol.tlic students i n  the c la 

aggregate (lie results of all groups and present them as a master report. Ih i s  was pro\.ided to 

OCA on .lanuary 1.5, 2002. anti is set l i r t h  :is Pail  I of.the instant Library Retercnce. At thc 

present time. OC'A p lans  to have Ms. Allen and Ms. Cheng make a11 oral  presentation to the 

Commission in May ofthis year on the lindings ot the two BDUU classes. 
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JENNETTE itI,I,EN 
STEPHANIE C'HEN<; 



1. S~atement of Oualilications 

Our names ;IIK Jentiette A l l e n  and Stcpli:inic C'heng. \\:c ;ire hot11 sccond >ear students i n  

the Marshall Honors Program at the 1 liiiversil! of Soiilhern ~'a1ilorni;i. Jentiette A l l e n  is 

pursuing a bachelor of science in  ;iccoiin~ing at the Leventlinl School of Accounting: Stephnnie 

Cheng is pursuing a bachelor ~ i l ~ s c i c n c e  i n  husincss at the Mal-shal l  School of Business. Ihr i i ig  

the Fall 2001 semester. \\e \\ere enrollcd i n  one of' trio honors scctions (if ;I statistics course 

Decision I!ntler I Iticertainl).'~ taught hy I'rolkssor I'rorlcis I'ercira. In addition 10 

pursuing academic endea\ ors. \zc are both student leaders on 11ie IjSC' campus. Jennettc Allen is 

the Assistnnt Director of Comnitinity Afhirs hi- the I ISC' Sttident Senate ;IS wel l  as the president 

of 'l'rojans for Integrity. and Stephanie Chmg is ;I resident iiiI\.isor lor the ne\v I'ai-kside 

International Residential ('ollege :is 1vcII as ;I member ot' the esecuti\e committees lor the 

Emerging Ixaders Program and the 1.eadcrShape Institute 

11. Purpose and Scope of Report 

'i'he purpose ofthis report is to describe the key findings o f u  survey distributed by eleven 

groups of students enrolled in HIJAD 309 (Business Decisions llnder Uncertainty) as well as the 

more detailed findings from our specific group's data. l h e  class survey (sec Appendix 1)  

focused on consumers' perceptions of the United States Postal Services (LISPS) and the proposed 

8.8% postage rate increase. In general. \ve found that consiiiners are satisfied with the primary 

services offered by the IJSI'S. However. consumers indieatcd that some oftheir needs are not 

being met. such as their need for more postal clerks at the IJnited States Post Offices. Moreover. 
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consumers’ inability to rate many USPS services and clearly determine that the level of service 

has improved over the past five years suggests that consumers are not well informed about the 

activities and efforts of the USPS. In our opinion, the USPS should consider increasing its 

consumer focus by researching consumer postal needs, making necessary changes, and 

promoting its existing services and noteworthy improvements. 

111. Class USPS Survey Results 

(1) Sample Demoeraphics. Jennette Allen and Stephanie Cheng compiled the 460 survey 

responses collected by Marshall Honors Program students. Due to collection and data entry 

errors, we had the following number of respondents and percentages in the following 

demographic categories: 

Gender (460 Respondents) 
Males 
Females 

Age Group (420 Respondents) 
Under 20 
20-34 
35-50 
50-64 
Over 65 

48.90% 
51.10% 

17.60% 
24.70% 
24.00% 
18.00% 
15.40% 

Annual H0usehc.d _.icome ( 
Under $15.000 

Respondents) 
14.60% 

$15,000 to under $25,000 9.60% 
$25,000 to under $50,000 22.30% 
Over $50,000 53.20% 

Ethnicity (460 Respondents) 
African-American 5.20% 
Asian-Pacific Islander 18.90% 
Caucasian 58.20% 
Hispanic 1 1 SOYO 
Other 6.00% 

(1) Statistical Analvsis. In general, the data indicated that respondents are satisfied with 

the level of service at the United States Postal Services (see Appendix 11). However, we would 
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like to highlight two areas of concern: the lack of consumer awareness and the proposed postage 

rate increase First, responses suggest that consumers are not aware of and/or do not use several 

of the services the USPS provides. As seen in Graph 1, a significant number of consumers are 

not able to rate USPS services and selected a rating of not applicable. For example, over 65% of 

respondents did not or were unable to rate the postal insurance claims process. The inability of 

these respondents to rate these services may indicate that consumers are not aware that these 

services exist or are not comfortable with using them. Moreover, this data may suggest that 

these services are unnecessary; if this is the case, the USPS should consider not offering them in 

order to focus resources on its other primary services ( i t .  first class mail). 

Graph 1 
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a, 
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I 
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Second, regarding the proposed postage rate increase, almost half of the respondents did 

not view $0.37 for a one-ounce letter as reasonable (see Graph 2). In this instance, we defined 

“not reasonable” as ratings of 1 or 2 and “reasonable” as ratings of 4 or 5. Some of our 

classmates argued that these responses are related to the increased email usage in recent years 

because consumers have now become accustomed to sending written text for free. In addition, 

perhaps respondents viewed $0.37 for a one-ounce letter as not reasonable because they are not 
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aware of the cause of the rate increase. By communicating more clearly and more 

publicly to the consumers (Le. explaining the causes related to postage rate increases), 

the USPS can work to increase consumer acceptance of future rate changes as 

"reasonable." 

Graph 2 

$0.37 as Reasonable 

Not Reasonable (1 or 2) Neutral (3) 

Ratings 

Reasonable (4 or 5) 

IV. Individual Group USPS Survey Results 

(1) Sample Demoqraphics. Our individual group consisted of Jennette Allen, 

Stephanie Cheng, and Lorig Kalaydjian. Lorig designed many of the graphs shown in 

this report. For our individual group survey (see Appendix Ill). we collected responses 

from 93 individuals, whose demographic information is as follows: 

Gender 
Males - Females 

44.09% 
55.91% 

Age Group 
0 Under20 20.43% 
0 20-34 17.20% 
0 35-50 18.28% 

0 Over65 24.73% 
0 50-64 19.35% 
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Annual Household Income 
Under $15,000 
$15,000 to under $25,000 
$25,000 to under $50,000 
Over $50,000 

Ethnicity 
African-American 
Asian-Pacific Islander 
Caucasian 
Hispanic 
Other 

10.75% 
1 .O8% 

1 1.83% 
76.34% 

6.45% 

72.04% 
4.30% 

5.38% 

11.83% 

We noted that our analysis would be based on heavily skewed data, since most of our 

respondents were Caucasian and individuals with incomes over $50,000. 

(2) Statistical Analysis. Based on the responses collected, a significant number 

of USPS consumers feel that the USPS’s basic services are good overall. We defined 

“good” as ratings of 4 or 5 and “poor” as ratings of 1 or 2 on a scale of 1 to 5 with 1 

being poor and 5 being excellent. For example, we can see in Graph 3 that around 

79.6% of respondents gave the USPS a rating of “good” for first class mail services, and 

approximately 76.3% of respondents gave the USPS a rating of ”good” concerning their 

ease of buying stamps. Of the 46 individuals who rated timeliness of postal delivery as 

“good,” almost 85% also rated first class mail as “good.” Regarding responsiveness to 

consumer complaints, 17 respondents rated it as “poor” and another 17 respondents 

rated it as “good.” 
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Graph 3 
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However, we can see in Graph 4 that a noticeable number of consumers are not able to rate 
services at the USPS and selected a rating of not applicable. For example, over 75% of 
respondents did not or were unable to rate the postal insurance claims process. 

Graph 4 

1 Not-Applicable Responses 

Priority Mail 

Exqress Mail 

Certified Mail 

Y) 
a3 u ._ 
$ 

Delively Cofirmation SeMce ln 

Postal Insurance Claims Process 

0 10 20 30 40 50 60 70 80 

Percentage 

L---~ ~~ ~ ~~~ -. .- . . 

In addition, although the USPS received supportive survey responses regarding the level of 
certified mail; priority mail, express mail, and delivery confirmation services, around 30% of 
respondents marked “not applicable” to rate each of these four aforementioned service 
categories. Possibly, consumers are not aware that these services exist, and in this case, the 
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USPS should attempt to advertise them more. On the other hand, these not applicable 

responses could indicate that consumers use these services infrequently, and therefore 

the USPS should consider not offering them. 

Despite high ratings on specific services, when asked if the level of service at the 

USPS overall had improved compared to five years ago, responses (see Graph 5) 

appeared mixed with approximately 31% feeling that the level of service at the USPS 

had improved (rating of 4 or 5), approximately 29% disagreeing that it had improved 

(rating of 1 or 2), and approximately 30% expressing a neutral opinion (rating of 3).' Of 

the 29 individuals who agreed that the level of service at the USPS had improved, 15 or 

a little over half felt that $0.37 for a one ounce letter was reasonable (rating of 4 or 5) 

while 9 felt that it was not reasonable (rating of 1 or 2) 

Graph 5 

Compared to 5 Years Ago 

35 

I Not Irnprowd (1 or2) Neutral (3) Irnprowd (4 or 5) 

Ratings 

Additionally, as seen in Graph 6, over half of the respondents felt neutrally (rating 

of 3) about the statement that the overall level of USPS today is excellent. Of the 14 

people (approximately half male and half female) who disagreed that the USPS today is 

excellent (rating of 1 or 2), 78.6% felt the level of service compared to five years ago 

had not improved (rating of 1 or 2), 92.9% did not visit the U.S. Post Office frequently 
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(responded that they visit never, once a month, several times a year, or once a year), 

and 92.9% felt that there were fewer than adequate clerks available. 

Graph 6 
Overall Rating 
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The data also indicates some approaches the USPS can take to improve its 

overall rating in the consumers' mind. First, the data suggests that most respondents 

strongly agreed (rating of 4 or 5) that there were not an adequate number of,clerks 

available at the U.S. Post Office. Of the twenty individuals who responded that they go 

to the US.  Post Office very often (responded that they visit daily, once a week, several 

times a week), 75% indicated that the number of postal clerks available is fewer than 

adequate. Of the remaining 73 respondents who do not go to the U.S. Post Office often 

(responded that they visit never, once a month, several times a year, or once a year), 

approximately 67% felt that the number of postal clerks available is fewer than 

adequate. 

In this case, we used a scale of 1 to 5 to rate whether the respondent strongly disagreed (rating of 1) or 1 

strongly agreed (rating of 5) with the statements shown on our attached survey. 

13 



(~raph  7 

80 
70 

g 60 
m 50 
5 40 
$ 30 
a 20 , 

.A 

10 
0 

Number of Postal Clerks 

Fewer than Adequate 
Adequate 

~ - ~ ,  -~ 
i More than Not Applicable 

Adequate 
Rating 

~~~ i 

Graph 8 

Frequency of Visits and Number of Clerks 

80 
70 ~ 

0 Fewer than Adequateii 
, 0 Adequate ul 60 

2 C 50 Very Often- Daily. i 

I 0 40 Several times a week. 
~ i 3 0 ,  Once a week 

Not Often- Once a 
month. Several limes 1 
a year, Once a year, 

20 ~ 

10 

I 0 , never I 
Very Oflen Not Often 

Frequency of Visits 
~~ ~ ~ 

Second. responses indicate that the perccntages of individuals willing to purchase starnps 

over the lnternct (rating o f 4  o r  5 )  share an inverse relationship with age. As  seen in Graph 9, the 

frequency of individuals willing to use the Internet stamp purchasing option starts at a high of 

around 63% for the under twenty respondents (which includcs a fairly equal nurnber ofmales 

and femalcs) and dwindles to approximately 2 I .7% for the o w r  sixty-five respondents (which 

includcs I'OLII. times as many inales as females). Moreover, the sixty-five and older respondents 

appear atlnmcintly opp~sed  to using the Intct-tiel, as evidenced by thc fact that 74% of them felt 
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stronyly against 1iui-chasing stanips in  this manner. Based on these findings. i t  appears that if the 

I ISI'S decides to ;i l lo\v coiisiinicrs t u  Iwt-cliase stamps over the Iiitemct. i t  should prohahly 

niarket this nc\v option to the iiiidcr twenty tlcniographic. Morco\ er. all of the under twenty 

iiidi\~itlu;ils \\ 110 rcspondcd positively t o  Intel-net huying visit the U.S. Post Oltice relatively 

inf'requently (rcspontlcd that they visit never. once a month. several times H year, or once a year). 

Thci-cforc. il'the IISI'S ta ipcts this population segment with this Internet set-vice, the 

organization can potentially build a hcttcr husincss irelationship with these consumers and 

therchv iticrcasc its pi-ofits over time. 

Graph 9 
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Third. when asked i f '  they would be willing to purchase postal products in excess of five 

dollars from a vending machine, ahnost half of thc respondents a p e d  that they would most 

likely use i t  (rating of  3 or 5 ) .  Of these 44 respondents who said that they would use this 

purchasing fcaturc, cipproxiniately 8496 do not visit the [J.S. Post Office frequently (responded 

that they visit daily, nncc ii week. or several times a week). Interestingly. exactly twenty-two 

inales anti twenty-two females inadc these h m a b l e  responses for ;I total of forty-four supportive 
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respondents of which almost 80% had incomes of over $50,000."' We cannot conclude, 

however, that an individual with an annual income of more than $50,000 is more likely to 

purchase postal products using a credit card than an individual with an annual income of less 

than $50,000 

Lastly, regarding the postal rate increase, we attempted to obtain unbiased responses 

via separating and strategically organizing a series of three questions. Respondents were 

asked to rate the following three statements from strongly agree (rating of 5) to strongly 

disagree (rating of 1): (1) I view $0.37 for a one ounce letter as reasonable; (2) A $0.03 increase 

in the First Class Mail rate would decrease my Postal Services usage; (3) After the last First 

Class Mail rate increase, my postal service usage did not change. By not first asking the 

respondents to recall past behavior resulting from previous postal rate increases, they would be 

more likely to rate the first two statements honestly without being influenced by any feelings 

concerning their past actions. This technique allowed us to capture some insightful data: 

Graph 10 
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* Please note that this result may be extremely biased because 67 of the 93 respondents in this non- 
random sample had annual household incomes of over $50,000. 
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Second. tlici-c is little e\.idcncc to suggest \vhether co~~s i~ ine r s  as a whole tee1 that  the 

U S P S  has satisliictorily improved. not iniproved. o r  stayed the same compared to live years ago. 

This fict. in  c(injunction with the highly disparate s;atisfaction irate.; concerning tli ffcrcnt services. 

lends us  to ~-ec~~ii~i ic i id  that the IISPS should make ii highly-visihlc cffort to impro\,e consumer 

sci-\.iccs ;it the L1.S. P o s t  Office, so tha t  consuinci-s ai-e aware that the U.S. Posl Office is a 

\vclcoming. hassle-lice place in \\hich to conduct husincss. In additioii. the LISPS should also hc 

aware that intli\~iduals who view the overall I c d  otsei-vice a s  not cxccllcnt a lso  tend to not visit 

the IJ.S. Post Otlicc ti-cqucntly :inti feel that thei-c ;IIK fewer than adequate clerks. Possibly, these 

pc(iplc visit the (1,s. Post Oftice during their pc;ik USPS usage seasons. Thus in ordcr to 

impro\ c the o\,crall impt-cssion oi‘the IISI’S and cncoul-age repeat business. thc U.S. Post Officc 

may  want to provide extra clcrks aii(1)or extra comfort services (i.c. complcmentcit-y tiiod and 

xlditional hcnchcs) (liiriiig busier times oltlic y x r  to make cvci-y consuincr’s \ isit :I pleasant 

one. 

’[hit-tl. i n  :idciition to iinproving coiisiiincr scrvicc Icvcls. ;in cffoit should he t nx le  to 

adjust the nuinbcr of‘postal clerks at the V.S. l’ost Olticc to meet consumers’ daily needs during 

peak hours of operation. The indivitluals who (lo not visit the post office offen. we initially 

hypothesized. might go during busier tiincs (i.c. the holidays) and therefore have a rnisperception 

that there were not enough postal clcrks available. However, our survey results indicate that the 

c~iisurners who frequently use the scrviccs at the U.S. Post Oftice felt inore strongly than 

consumers who go much less often that there were fewer than adequate postal clerks available. 

For instance, one respondent (see Appendix 111) who visits thc U S .  I’ust Office frequently 

indicated that postal clerks often IC;I\T to take their hreaks and are not replaced by another clerk 

even when there is :I long line iifpeople waiting to be served. Hence. this postal clerk issuc 



;rppe;il-s to hc  hotlwsonie tbr coiiswiicin ycai--rouiid as opposed t o  simply it seasonal prohlcm. 

Perhaps the LISPS should coiisider andyzing the \.;irious levels of congestion wi th in  the post 

oflicc on ;I da i ly  ;in&oi- ycnrly hasis. This data c;in then he used to adjust mid ;irr:ingc postal 

c1c.1-ks' \voi~k scI~cduIcs in  oi-clct- t o  ~IISLII-C tliiit  tliei-e ;we mi atlcquate numbcr ofpos td  clerks 

avnilahle to sei-vice c o ~ i s i ~ ~ n c ~ ~ s  evei-y day  of operation. 

Fourth. based on the survey responses li-om our  sample, vie xlvisc that the LISPS offer 

and market t l ic s;iIe o f  stanips via the internet as well as make postal products available in 

vending niachines that ;icccpt credit cards. A maijcii-ity of responses we collected were lavorohle 

to having and  using both ol'ihesc scr\.iccs. I lo\vc\ er. wc would advisc that Internet stamp sales 

should he mal-kctetl ~o\ \an l  the younger, ptohnhly niorc Internet savvy coiisiinws hascd on the 

in\>ci-sc relationship bctwccn age and willinpicss to L I S ~  this huying lkature. Otic sui-vey o f  sinal1 

lmsincsses b) the HOAA provides f'urlhcr suppot-1 f o r  the sale of interne1 stamps in  general: 67?4 

otrcspontlcnts said i t  is i ' q  likely tliat tiicy would purch;ise stamps over the internet, while only 

5% said they \vould in  a11 likelihood not do so.' Moreover. OK"& indicated that they would most  

likely use coiiinicrciill software products that \voultl enable postage printing dii-ccily from their 

computers. Of' these affirmative responses tor the use of such software products, 8 I YO indicated 

that they would use the software products to print postage 011 both envelopes and labels. 

Ultimately, both these additional purchasing options might lessen the need for the U.S. Post 

Office to hire additional postal clerks since consumers will have alternative methods of 

purchasing postal products. In turn, these ntlditional conveniences may also tend to improve 

consumers' overall opinion of consumer service in relation to the [J.S. Post Office and U.S. 

Postal Services. 
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/ \ l id titi l i. in r c p r d s  to  the upcoii i i i iy postal rate incruse 01' three cents. w e  notcd that 

customet-s clcardy do not \ w i t  the postage i-ates to rise. Otic rcspontlrnt ovci- the age of0.5 said 

(sce Appendix \') t h a t  she likes everythins about the LISPS except the fie1 tha t  the postage rates 

;ire continually risiiig. and these ~rcccnt I-ate hikes have encour;iged her not t o  mail :IS many letters 

;is she 112s i n  llic past. Ilowcvcr. il' pwt customer hchirvior of- our eiitii-e non-~-andoni  sample is 

indicati\.c of' fiitiire customer hchnvior. a thrcc-cent rate iiici-case wil l not alter m o s t  custoiiiers' 

usage of  the IISPS' services based on ciistomct--provided historical bch:lvior. 'Ihereforc. if the 

Postal  Rate C ' o t i ~ i ~ ~ i s s i ~ i i i  is hesitant 10 agree to fiitui-c rate iiicreascs tor fkar of  a decrease in  

usage. i t  is cvitlent liom the data  githered tha t  this is not a ncce. irv co~~ce i -n  3 1  this time. Yet i t  

shoiild a l s o  he i iotctl that  past hch;ivior anti s u n c y  responses. cspcci;rlly liom ;I noli-i-andom 

samplc. arc i iot ;il\\ays :iccur;ttc prcdictors of  the future. 'l'liercfoi-e. a rate iticrcasc must he done 

with the utmost c;m and considei-;i~io~i lix the custoiner. 
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.\ppciiilis I 

Class United States Postal Services Survey 
1. How would you rate the following postal services or products? 

Not Poor Excellent 
Applicable 

. . . . . . . . . . . . . . . . .  * t 1 0 
0 

i 0 

First Class Mail Q d 

PriorityMail. 0 d * + i 
Express Mai l .  . . . . . . . . . . . . . . . . . . .  0 * + i 0 Certified Mail 

. . . . . . . . . . . . . . . . . . . . .  
d 

. . . . . . . .  . . . . . . . . .  

. . . . . . . . . .  
* + i 0 0 .- 

* + Delivery Confirmation Service 0 d 

2. How would you rate the U S  Postal Services on the following? 
Not Poor 

Applicable 
Excellent 

0 
x ~+ i 0 
* + f 0 

0 * + i 0 
0 

. . . . . . . . . .  Timeliness of Mail Delivery 0 d x + i 
Responsiveness to Consumer Complaints 0 d 

Postal Service Insurance Claim Process. 0 d 

Ease of Mailing Packages. 0 4 

. . . . . . . . . .  Ease of Buying Stamps.  0 d~ * + i 

Ease of Picking Up Packages. (3 4 x + i 

3. 

. . . . . . . . . .  

. . . . . . . .  

To what extent would you agree or disagree with the following statements? 
Not Strongly Strongly 

Applicable Disagree Agree 
-?e level of service at the U.S. Post Office 

x + i 0 

reasonable 0 * + I 0 

x + I 0 stamps over the Internet. Q d 

s improved compared to 5 years ago . . 0 d~ 

I view $0.37 for a one-ounce letter as 
. . . . . . . . . . . . . . . . . .  d 

If available, I will be willing to purchase 
. . . . . . . . . . .  

I will be willing to use my credit card to 
purchase postal products in excess of $5 
from a vending machine 0 4 

Overall, I would rate the level of today s U.S. 
Postal Services as excellent, 0 4 

4. 

. . . . . . . . . . . . .  * + i 0 

* 4- i 0 . . . . . . . . . . .  

On average, how of ten do you visit a U.S. Post Office? 
0 Never 
0 Daily 
0 Once a week 
0 Several times a week 
0 Once a month 
0 Onceayear  
0 Several times a year 

PI- ‘ < e _  Mark Only One Response Per Cateclory; 



GENDER 
0 Male 
0 Female 

AGE GROUP 
0 Under 20 years 
0 20-34years  
0 35-49years  
0 50-64years 
0 Over 65 years 

ANNUAL HOUSEHOLD INCOME 
0 Under $15,000 
0 $15,000 to under $25,000 
0 $25,000 to under $50,000 
0 Over $50,000 

ETHNIC GROUP 
0 African-American 
0 Asian-Pacific Islander 
0 Caucasian 
0 Hispanic 
0 Other 
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Question 1 
First Class Mail 
Priority Mail 
Express Mail 
Certified Mail 
Deliverv Confirmation Service 

Question 2 
Timeliness of Mail Delivery 
Responsiveness to Consumer Complaints 
Postal Service Insurance Claim Process 
Ease of Buying Stamps 
Ease of Mailing Packages 
Ease of Picking Up Packages 

Question 3 
Improved Level of Service 
$0 37 as Reasonable 
Stamps Over Internet 
Credit Card Purchases 

,rail Rating 

Question 4 
Never 
Daily 
Once a Week 
Several Times a Week 
Once a Month 
Once a Year 
Several Times a Year 

Total 

:\ppcndi\ I I  

Class Group Survey Responses 

0 
27 
81 

127 
120 
152 

0 
5 

129 
308 

7 
7 

42 

0 
60 

9 
41 
17 
2 

5 
13 
91 
28 

147 
28 
91 

403 

1 2 
5 26 
3 22 
7 25 
4 19 

15  28 

I 2 
6 55 

51 95 
18 31 
20 30 
22 61 
32 84 

1 2 
24 57 

122 68 
96 60 
76 59 
28 56 

3 
114 
102 
91 

103 
102 

3 
156 
102 
61 
90 

121 
160 

3 
154 
88 
79 
71 

182 

4 
185 
177 
141 
123 
90 

4 
163 
60 
24 

134 
127 
92 

4 
132 
95 
89 
79 

136 

5 
103 
75 
69 
91 
73 

5 
75 
23 
18 

179 
81 
50 

5 
33 
37 
95 

118 
56 

Total 
460 
460 
460 
460 
460 

Total 
460 
460 
460 
460 
419 
460 

Total 
460 
419 
460 
420 
460 

2 3 





,\ppc'ridix Ill 

Individual Group United States Postal Services Skirvey 
1. How would y o u  rate the following postal  services or products? 

Not  Poor Excellent 
Applicable 

. . . . . . . . . . . . . . . . . . . .  * f i 0 
0 
0 
0 Certified Mail 0 4 i i- i 

Delivery Confirmation Service 0 i 4- ! 0 

First Class Mai l .  0 4 

. . . . . . . . . . . . . . . . . . . . . .  Priority Mail .  0 d x 4- i 
Express Mail 0 > i + i . . . . . . . . . . . . . . . . . . . . . . .  

. . . . . . . . . . . . . . . . . . . . . . .  

. . . . . .  4 

2. How would you rate the U.S Postal Services on the following? 
Not Poor Excellent 

Applicable 
0 

x + i 0 
x + i 0 

0 
0 
0 

. . . . . . . . .  Timeliness of Mail Delivery 0 .d x + i 
Responsiveness to Consumer Complaints 0 4 

Postal Service Insurance Claim Process. 0 2 

Ease of Picking Up Packages 0 d i 4- i 

. . . . . . . . . . . . .  Ease of Buying Stamps. 0 d x 4- i 
Ease of Mailing Packages. 0 4 x 4- i . . . . . . . . . . .  

. . . . . . . .  

3. To what  extent would you  agree or disagree with the fol lowing statements? 
Not Strongly Strongly 

Applicable Disagree Agree 
>e level of service at the U.S. Post Office 

i + i 0 

i 4- ! 0 

A- +- i 0 

has improved compared to 5 years ago . 0 .d 

I view $0.37 for a one-ounce letter as 
reasonable 0 d 

If available, I will be willing to purchase 
stamps over the Internet. 0 d~ 

I will be willing to use my credit card to 
purchase postal products in excess of $5 
from a vending machine 0 d * -4- i 

After the last First Class Mail rate increase, 

. . . . . . . . . . . . . . . . . . . . .  

. . . . . . . . . . .  

0 

my postal service usage did not change. . .  0 d * -+ i 0 

* -t 1 0 would decrease my Postal Services usage. 0 d 

Overall, I would rate the level of today's U.S. 
A- + i 0 Postal Services as excellent 0 d 

. . . . . . . . . . . . .  

A $0.03 increase in the First Class Mail rate 

. . . . . . . . . . . .  
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On average, how often do you visit  a U.S. Post Office? 
0 Never 
0 Daily 
0 Once a week 
0 Several times a week 
0 Once a month 
0 Onceayear 
0 Several times a year 

In general, the number of postal clerks available at the Post Office counter i s  
0 Fewer than Necessary 
0 Adequate 
0 More than Necessary 
0 Not Applicable 

5. 

Please Mark Onlv One Response Per Cateqorv: 

GENDER 
0 Male 
0 Female 

AGE GROUP 
0 Under 20 years 
0 20-34years  
0 35-49years  
0 50-64years  
0 Over 65 years 

STATE and ZIP CODE 

State: 

Zip Code: 

ANNUAL HOUSEHOLD INCOME 
0 Under $15,000 
0 $15,000 to under $25,000 
0 $25,000 to under $50,000 
0 Over $50,000 

ETHNIC GROUP 
0 African-American 
0 Asian-Pacific Islander 
0 Caucasian 
0 Hispanic 
0 Other 
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Question 1 
First Class Mail 
Priority Mail 
Express Mail 
Certified Mail 
Delivery Confirmation Service 

Question 2 
Timeliness of Mail Delivery 
Responsiveness to Consumer Complaints 
Postal Service Insurance Claim Process 
Ease of Buying Stamps 
Ease of Mailing Packages 
Ease of Picking Up Packages 

Question 3 
Improved Level of Service 
$0 37 as Reasonable 
Stamps Over Internet 
$0 03 Increase 
Credit Card Purchases 
P-t Rate Increase / Purchases Decrease 

211 Rating 

Question 4 
Never 
Daily 
Once a Week 
Several Times a Week 
Once a Month 
Once a Year 
Several Times a Year 

Total 

Question 5 
Fewer than Adequate 
Adequate 
More than Adequate 
Not Applicable 

Total 

Appendix I\’ 

Individual Group Survey Responses 

0 
1 

23 
30 
20 
33 

0 
3 

39 
70 
0 
2 

11 

0 
9 
0 
6 
4 
5 
2 
0 

2 
4 

15 
1 

41 
6 

24 
93 

64 
25 
3 
1 

93 

1 
0 
1 
1 
1 
3 

1 
1 
4 
3 
5 

11 
5 

1 
12 
37 
29 
33 
28 
7 
8 

2 
2 
5 
5 
3 
4 

2 
a 

13 
4 
4 

12 
13 

2 
15 
13 
8 

16 
7 
5 
6 

3 
16 
10 
11 
13 
15 

3 
35 
20 
10 
13 
26 
28 

3 
28 
18 
10 
12 
9 

13 
39 

4 
44 
35 
28 
26 
20 

4 
28 
12 
4 

26 
23 
24 

4 
22 
17 
17 
14 
17 
19 
30 

5 
30 
19 
18 
30 
18 

5 
i a  
5 
2 

45 
19 
12 

5 
7 
8 

23 
14 
27 
47 
10 

Total 
93 
93 
93 
93 
93 

Total 
93 
93 
93 
93 
93 
93 

Total 
93 
93 
93 
93 
93 
93 
93 
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Appendix V 

Individual Group Respondent Anecdotes 

B.A. said that most of the people that he speaks with regarding the U S  Postal Services are 
satisfied with home delivery but are dissatisfied with the level of service at the U.S. Post Office 
primarily because of long waits in line. Most of the people he knows do not use services other than 
first class mail. He feels that probably very few consumers know that there is a U.S. Post Office in 
Santa Ana that collects mail from a box until 9:00 p.m. and that someone can find a postal clerk in 
the back of the U.S. Post Office branch to postmark letters until 11:OO p.m. Also. B.A. suggested 
that the U.S. Postal Services stop selling stamps by postage amount and start selling them by 
function instead. 

D.H. and M.Y. complained about the long wait in line at the Leisure World U.S. Post Office. M.Y. 
said that there are benches for consumers, but there are never enough of them for everyone in line. 
M.Y. mentioned that clerks often leave to take their breaks and are not replaced by another clerk 
even when there is a long line of people waiting to be served. 

G.B. said that he has purchased postal products from a vending machine at the post office using a 
credit card and that it worked well for him. 

R.M. said that his U.S. Post Office branch in Sunset Beach does not deliver mail. He picks up at 
and delivers mail to the U.S. Post Office. The Sunset Beach residents have voted more than once 
to prohibit the U.S Post Office from delivering mail. 

T.R. said that he picks up and delivers mail to the San Luis Rey U.S. Post Office because mail has 
been stolen from curbside mailboxes like the one at his home. He also periodically has a dispute 
with the U.S. Post Office over whether his mail should be addressed to Oceanside or San Luis Rey. 

J.A. said that the parking lot at the U.S. Post Office is too small to meet consumer needs, so she 
avoids visiting the U.S. Post Office in Mission Viejo whenever possible. Additionally, she has had 
difficulties receiving mail in a timely fashion at her college address. Often letters arrive up to a 
month after their initial postage. 

F.D. said that he is not trying to mail more letters than necessary. Therefore, if the postage rates 
increase, his usage will probably not change significantly. 

M.M., who sends her son to the nearest U.S. Post Office in Dana Point because the lines are too 
long for her, said that her son often returns with a negative story about his experiences at the post 
office. 

S.C. said that he was very pleased when he went to the nearest U.S. Post Office in Costa Mesa 
and saw that a take-a-number machine had been installed. He was less pleased when after taking 
number 74 he saw that number 37 was being served. He then waited for the "normal" 20 minutes. 

S.D. was pleased with her local U.S. Post Office in Newport Beach. However, during the holiday 
season, she mails packages at Mail Boxes etc. because of the long lines at the U S .  Post Office. 

S.P. was pleased with the confirmation service 
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I.L. and M.t i .  said that they hated the long lines to mail packages at their local branch of the U.S. 
Post Office. 

M.A. said that when she was at the U.S. Post Office in Mission Viejo. where a take-a-number 
machine is used, the postal clerks read the numbers so fast that she had no chance to tell them it 
was her turn. She did not feel comfortable approaching a clerk, so she finally drew another number 
from the machine and waited over forty minutes to complete her business. M.A. also said that she 
has never had a problem buying stamps at the supermarket or through the mail. 

J.V. had a positive image of the U.S. Post Office and no complaints 

R.S. said that she has not been receiving mail at her home address. Her letters often are delivered 
to neighbors' homes or never arrive. For example, one mail-in rebate has been mailed to her home 
twice, and she still has not received either rebate letter or check. She is very upset and dissatisfied 
with the mail delivery service. 

I.A. said that she likes the U.S. Postal Services, but does not like the fact that the price of postage 
keeps going up all the time. Due to the continual rise in postage, she plans not to mail as many 
Christmas cards this holiday season as she has in the past. 

J.B. mentioned that she was afraid to mail a letter because she was concerned about getting 
anthrax. 

T.Z. and H.E. both mentioned that U.S. Post Offices in their respective hometowns in Michigan and 
Massachusetts seem to have better consumer service and shorter lines than those that they have 
used in Los Angeles. 

C.W. complained that the lines at the U.S. Post Office that he visits in Anaheim Hills, California, are 
always extremely long. 

D.B. complained about the service and very long waits at the U.S. Post Office that she uses in Los 
Angeles. She did not have any positive comments regarding the location or safety of the particular 
postal branch. 

J.V. said that the lines at the post office are too long and it is not worth her time to wait in line to buy 
stamps. She prefers buying her stamps from the supermarket because it is more convenient and 
does not cost any more. 
M.A said that even though shipping boxes home from college using UPS is more expensive, it is 
worth the extra $1 5 if she does not have to wait in line at the post office. 

M.D. said that the bulletproof glass at the post office in South Central Los Angeles makes her feel 
uncomfortable and she avoids going to the post office at all times. 

S A .  said that the constant rate increases were bothersome because they have been raised so 
many times that it is difficult to keep track of the current price. Furthermore, she complained that 
due to the rate increases, it has become necessary for her to buy one-cent stamps in order for her 
old stamps to not go to waste. This is a hassle and has discouraged her from buying stamps in 
bulk for fear of the rates changing. 
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PART I I .  Sample Postal Service Survcy Prepared by Students at USC' 

SAMPLE POSTAL SERVICE SURVEY 
PREPARED BY: 

BUSINESS DECISIONS UNDER UNCERrAlNTY 
CLASS AT THE 

UNIVERSITY OF SOUTHERN CALIFORNIA 
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UNITED STATES POSTAL SERVICES SURVEY 
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PART 1 1 1 .  Thil-tccn Reports 1'1-epnrcd hy  Student Groups at IISC 

PART 111. THIRTEEN REPORTS PRODUCED BY 
INDIVIDUAL GROUPS OF STUDENTS 

IN 1'IIE BlfSINESS DECISIONS UNDER UNCERTAINTY CLASS 
A I' TfIE trNlVERSITY OF SOUTHERN CALIFORNIA 
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Preface to the Thirteen Group Reports 

Part 111 contains the written reports and poivcr point presentations ofthc groups of 

stutlcnts in lhe BDl!l! class that wcre 1r;insinitted to OCA as e-iiiiiil attachments during the week 

o t  Novemhcr 26. 2001 . N o  suhst;iiiti\-e cliongcs h a \  e been made lo these documents: only minor 

formatting chmges have hecn made to coordinate ii Inrge number of incompatihle word 

processing pi-ograins and other software in B master I.ibi-ary Reference tile. 

- ~~ ~~~~ . ~~ 

Overall Satisliiction 

'limel i ness 

Responsiveness 

Buying Stamps 

Mailing Packages 

Picking LIP a Package 

Vnluc o f n  $0.37 cent Stamp 

Summary 'lahulation of Consunier Satisfaction Responses 

Thcsc tables consist of  satisfaction results obtained from combining percentage figures 

ft-om a11 ofthe 13 stticlent surveys. Each percentage figure hclow indicates the level of customer 

s;ilisfactioii associated with tlic listed class or service. 

Cicncral Measures of Satisfaction 

304'% 

49.2"Y" 

22% 

50.3% 

46 Yo 

40.2Yo 

27.7% 

Percentage of Respondents Satisfied 
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Measures of S:ilisfaction with Specitic Classes/Services 
- 

( ' 1 ,  r ~ s s  . .  ot 'Mail  ~1 Percentage of  Respondents Satisfied 

Priority Mail 00. I %I I-- 
Percentage of Respondentsatisfied T 1 
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A. Project of Alicc Ahn. Linda Lee. Wendy Lu, Joann  Pack: Written Report 

\VRITTEN REPORT OF GROUP ONE 

BUSINESS DECISIONS UNDER UNCERTAINTY 

CLASS AT THE 

UNIVERSITY OF SOU'THERN CALIFORNIA 

US. POSTAL SURVEY ANALYSIS 

PREPARED BY: 
ALICE AHN 
LINDA I,EE 
WENDY LU 

JOANN PAEK 
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U.S. Postal Service Survey Analysis 

We conducted a survey of 40 people to study their opinions regarding the U S .  Postal 

Service. In addition to rating their satisfaction with specific postal products and services, 

respondents also indicated their overall level of satisfaction. Another goal of our survey was to 

discover their feelings about the proposed postal rate. Furthermore, we investigated their 

willingness to purchase stamps online or even to design and print their own e-stamps. 

D e l i  wry Confirmation 
Sewice 

Certified Mail 

Express Mail 

Priority Mail 

First Class Mail 

0% 10% 20 96 30 % 40 % 50 % 60 % 

In order to address whether the general population is satisfied with the U.S. Postal service, a 

change within the original questionnaire had to be made. By placing that as the first question in 

the previous survey, the data becomes skewed because the respondent cannot see the totality of 

the service which the post office provides. Asking individual sub-categories of the general 

service offered, such as express mail, certified mail, etc.. . causes the respondent to think of the 
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services offered by the post office in totality, which creates a more accurate response about the 

general satisfaction of the USPS. 

The graph above shows the different types of mailing services that the USPS offers and 

the corresponding satisfactory rates along with the unsatisfied rates. We decided that any score 

higher than a three meant that they were generally satisfied with that particular service. We 

added all of the scores higher than three and put that in a percentage to show how many were 

overall satisfied with the postal service. In the same way, we also added up the scores than fell 

less than three. By doing this, we found the respondents overall unsatisfactory rates of the 

different mailing services. This graph clearly shows that the sample population is generally 

satisfied with the delivery confirmation service, certified mail, express mail, priority mail, and 

first class mail. It can be inferred that the majority of the sample population did not have much 

problems in these different services. The majority have received mail and have gotten their mail 

sent to prospective recipients in that manner of service. 

Overall, I would ra te  the 1-1 of Posld Sewice today as excellent. 

3m 

2% 

2m 

1% 

1m 

5% 

0% 
1 2 3 4 5 

strongly Disagree strongly ngree 
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The corresponding graph would then make a lot of sense. It would be safe to hypothesize 

that if all the components of the total general service were generally satisfactory, than the 

overall sample satisfaction in service should also be satisfactory. What is interesting is that the 

ISPS. over 55% of the people were generally satisfied with the overall service provided by the 

25% were neutral, while the remaining 20% were unsatisfied with the service. From the 

previous graph, the percentage of satisfaction ranged from 40%-60%, while the unsatisfied 

ranged from 5%-15%. This would signify that those that are neutral range from 25%-55%. 

This shows consistency in data which makes it more reliable. 

Opinion of Proposed Postal Rate 

1 2 3 4 5 
SmnW Strongly Agree 
Disagree 

Another aim of this survey was to determine people’s opinion about the proposed postal 

rate. We asked respondents to rate, on a scale of 1 to 5, with “1” being “strongly agree” and “5” 
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being “strongly agree,” the statement “I view $0.37 for a one ounce letter as reasonable.” This 

graph shows the responses to the proposed rate increase, from 346 to 37C over the next 1 !4 years. 

Looking at the graph, one can see that 35% of respondents neither disagreed nor agreed 

with the statement. 20% of those surveyed strongly disagreed and 12.5% disagreed somewhat; 

generally stated, 32.5% disagreed with the statement. On the other hand, 30% agreed with that 

the proposed price was reasonable-l0% of those feeling strongly about it. 2.5% of respondents 

abstained by indicating “0,” or “Not Applicable”; this is not shown on the graph. 

We considered possible reasons for 32.5% of the sample disagreeing with the statement. 

Though one potential reason is general dissatisfaction with the Postal Service, we felt this 

argument to be fairly invalid, because as shown by the other graphs, the respondents were mostly 

content with the quality of service they were receiving. We concluded that, although over 60% 

of respondents rated the First Class Mail service as “Good” or “Excellent,” they did not feel this 

service to is reasonable at the new price of 376, even if they are willing to accept a 346 price tag. 

30% of respondents agreed with the postage increase; they feel that 376 is a reasonable 

price for a one-ounce first-class letter. In speaking with these respondents, they revealed likely 

reasons for the rate increase. They cited inflation and the general rise in prices and costs of 

business as grounds for raising postage. Since so much correspondence is now sent via 

electronic mail over the internet, the amount of letters sent via postal mail has decreased 

dramatically; therefore, it is to be expected that the postal service would raise postage in order to 

still provide the same quality of service for a lower quantity of mail. Those who agreed with the 

statement felt that it is only natural for the postal rate to increase-ne respondent told us that 

she felt even 37C was a bargain! 
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However, altogether, the sample was fairly evenly distributed over the three positions: 

disagree, agree, and neither. 32.5%, 35%, and 30% are fairly close; when working with a sample 

of only 40 observations, 2.5% and 5% are only one person and two people, respectively. 

Considering the small size of the sample as well as the almost-even distribution, we cannot draw 

any definite conclusion about the population and people's opinion of the proposed postal rate. 

Buying Stamps Online 

3m 

25% 

2m 

15% 

1m 

5% 

0% 
Not 1 2 3 4 5 

Applicable Smngly Smnglydgree 
Disagree 

Another important aspect of this project was to examine the public's response to buying 

stamps online. Therefore, one question that we paid special attention to was "To what extent 

would you agree or disagree with the following statements: If available, I would be willing to 

purchase stamps over the internet." We recorded all of the responses and created a bar graph to 

show what percentage answered not applicable (0), or strongly agree to strongly disagree (1-5). 

By studying the graph, you can see that there is an interesting distribution of answers. 
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We realized that most of the people were strongly opinionated about this survey 

question. About half of them responded with not applicable or strongly disagree and the other 

half seemed highly in favor of buying stamps online. Few of the surveyed population answered 

neutrally. Thus, according to the graph, approximately half of the population would take 

advantage of the availability of stamps online, and the other half would not care of this service. 

Our group concluded that a large percentage of the American population still does not 

own computers, let alone have access to the internet. Since we, ourselves, are bombarded with 

images of the internet, we assume that all Americans are exposed to the same culture and 

technology. However, we need to realize that this is not the case. Rather, many Americans do 

not own personal computers or have access to the internet. Thus, this survey question would not 

be applicable to a large part of the total American population. There may also be people who 

own computers but have never experimented with buying items online because they would rather 

go to the store and pick it up (the traditional way). 

There are many factors that affect the population's response to this survey question. Why 

would I rather buy stamps online if my postal office is down the street? How much confidence 

do I have in the internet? Is it safe to give out my credit card number online? All these 

questions are interrelated and must be considered to answer this question about buying stamps 

online. 

Even though many people had negative opinions about online stamps, there was still a 

large percentage of people who would be willing to try this service. If available, why not? If it 

is more convenient for customers to shop online, and if they are already accustomed to it, then 

they would most likely take advantage of this new postal service. Thus, the overall distribution 

of answers is divided in half on the two extremes of the graph. 
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Personalized Stamps via Internet 

40% 

35% 

30% 

25% 

20% 

15% 

10% 

5% 

0% 

::: 
25% 

20% 

15% 

10% 

5% 

0% 
Not 1 2 3 4 5 

hpplicable Strongly Strongly Agree 
Disagree 

We added the question: “If available, I would design and print my own stamps from the 

Internet.” The possible answers ranged from Strongly Disagree (1) to Strongly Agree ( 5 ) ,  and 

N/A (0). Our question builds upon the question: “If available, I will be willing to purchase 

stamps over the Internet.” 

It is evident from the bar graphs that the number of postal service customers who are 

willing to design and print their own stamps filters from the number of customers who are 

willing to buy stamps off the Internet. This is shown through the similar trends of the two 

graphs: Both show most people to “Strongly Disagree” with the Postal Services integration onto 

the Internet. The number of people not willing to buy stamps online (NIA and Strongly 

Disagree) is slightly larger than the number for those willing to buy the stamps online (Agree and 

Strongly Agree). Similarly, the number of people not willing to design and print their own 
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stamps @/A and Strongly Disagree) is larger than the number for those who are willing to 

design and print their own stamps (Agree and Strongly Agree). 

The most important difference to observe between buying stamps online and 

personalizing stamps online, however, is the downward shift from 5’s to 0’s. Buying stamps 

online received 42% for N/A, Strongly Disagree and 40% for Agree, Strongly Agree (which 

shows the two extremes to be almost equal in support). On the other hand, creating personalized 

stamps and printing them received 55% for N/A, Strongly Disagree and 24% for Agree, Strongly 

Agree (which shows a huge disparity in the opinion of this online service). This is because the 

people willing to purchase stamps online must own or have access to a computer and printer 

and/or have access to the Internet. 

People who are willing to design and print their own stamps off the Internet may need 

special postage paper in addition to the computer, printer, and Internet. Plus, these people must 

spend their time to create the stamps. Thus, in addition to the technology required to buy stanips 

online, a customer must also have extra time to buy the special stamp paper and personalize their 

stamps online. This lack of efficiency accounts for the increased number of people who recorded N/A or 

Strongly Disagree for creating personalized stamps. Overall, the survey information reflects the 

fact that many Americans do not own a computer or the Internet to use online Postal Services, 

and, thus, disagree with the statement “‘If available, I will be willing to design and print my own 

stamps.” 

In summary, we were able to make several conclusions based on the data collected from 

the sample survey about the U.S.P.S. Generally, most services received positive ratings from the 

respondents; they are generally satisfied with the postal service. However, responses to the 

postal rate increase show any definite leaning either way-from our sample, we cannot deduce 
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whether or not the population may feel 379 is reasonable for a first-class one-ounce letter. 

Lastly, those surveyed were divided on the issue of buying stamps online, but most were hesitant 

to spend time, effort, and money designing and printing their own stamps. Since the sample 

population is presently satisfied with the U.S. Postal Service, we feel it is unnecessary to make 

adjustments in the postal rate or to enhance convenience through the Internet. 

**Anecdote: 

One woman (Caucasian, 60+ year old, over $50,000 income) strongly agreed to the postal rate 

increase to $0.37. She believes that US Postal rate is very cheap compared to the postal service 

rates in Europe. She thinks that $0.37 in not only reasonable, but also a very good deal. In 

addition, she also said that although she lives in Torrance, she drives to LAX Post Office every 

time because the employees there are much more friendly. Thus, she drives the extra 20-40 

minutes just to get better service. 
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kitten Report 

United States Postal Services Survey Results 

For our United States Postal Services Survey (see attached survey), we collected responses from 

ninety-three individuals, who included respondents from eleven states in addition to California 

and Washington, D.C.. When analyzing our demographics, we had the following number of 

people in each of the listed categories: 

Gender 

e Males = 41 
e Females = 52 

Age Groups 

Under20 = 19 
e 20-34 = 16 
e 35-50 = 17 

50-64 = 18 
e Over65 = 23 

Income 

Under $15,000 
$15,000 to under $25,000 

0 $25,000 to under $50,000 
Over $50,000 = 71 

Ethnicity 

African-American 
Asian-Pacific Islander 
Caucasian 

e Hispanic 
e Other 

= 10 
= 1  
= 11 

= 6  
= 5  
= 67 
= 4  
= 11 
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We noted tlial oiir analysis \vould he hascd on heavily ske\vctl tlat;i. siticc niost ( 1 1 '  o u r  

rcspondents were ('aiicasian and individuals with inconics over $50.000 

t\ signific;irit nunihet- of rcspoii~lcnts believe that the 1I.S. Postal Scniccs' hnsic scr\,ices 

are fairly good overall. 111 this case, we defined "good" ;is ratings offour or fivc on ;I seiile of 

onc to ti\,c with one being poor and five being excellent. For eu;iniple. \ve can see on the 

killowing page that around 70.5% of respondents gave the 1j.S. Postal Services ;I trating o f 4  or 5 

for first class mail services. and over 76.3% ofrespondents gave the I!.S. Postal Scrviccs ii rating 

o f 4  or 5 concerning their ease of buying stamps 

Services Rated Good 
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Morcovcr, from the results shown below, over 75% of respondents were not able to rate the 

insurance claim process (rating of not applicable). suggesting that probably few custoincrs have 

ever needed to use this service because the U.S. Postal Services has satisfactorily delivered mail. 

The U.S. Postal Scrviccs also received fairly supportive survey responses regarding the level of 

certified mail. priority mail. express mail, and dclivcrv confirmation services. Yet we noted that 
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around thirty pet-cent of ~respontlents marked not app1Ic:hle to rate each ( i f '  these f i ~ i i  

atlii-cinciiti~,netl service categories. 

Non-Applicable Responses 

I I 
Priority Mail ! I  ! 

, ;dJ ! "I Express Mail 

Certified Mail 

! W  Delivery Cofirmalion Service 

m 
0 

IT ! , ~  ' ~ I 
.- 

' 2  
(u 

! 
Postal Insurance Claims Process ! 

I ~7~~ ~ , i i 
! o o 10.0 20.0 30.0 40.0 5 0 0  60.0 70 o a o o  

Percentage 
~ 

Possibly, custoiners are not a\wre that these services exist. and in this case the U.S. I'ostnl 

Services should attempt to advertise them more. On the other hand, these not applicable 

rcsponscs could iiidiccitc that customers use these services rather infrequcntly. and tlicrefive i t  

may make cconomic scnsc for the IJ.S. Postal Services to consider not  offcniig them at al l  

! 

~ ~~~ ~ 

i 
i Compared to 5 Years Ago 

31 
30.5 

30 = 29.5 
29 

~ 27.5 

I 

m 

28 

Not Improwd (1 or 2) Neutral (3) 

Ratings 

Improwd (4 or 5) 

Despite tlicsc high ratings 011 particular services, when asked if the lcvcl of service at the U.S. 

Post Otfice had impro\.ed compni-ctl to live years ago, respondents' results appeared rather 
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mixed with approxiniatcly -3 I "%I leeling that the I c \d  01' service a t  the [J.S. I'osl Ollicc had 

improved (rating of 3 or 5). approximately 20"O disagreeing that i t  hnd improved, and 

approximately i O ' %  cxprcssing ii neutral opinion (rating of 3).  Adtlitionally. over hall' o f  the 

i-cspoiidciits i d 1  neutrally (rating of 3) ahout the statement that the overall lcvcl of- U.S. l'(isial 

Sei-vices today is cxccllcnt. l~lence there appears to be a desire for a n  improved lcvcl of service, 

especially i n  ihe 1J.S. Post Office. and our survey responses suggest some methods that the U S .  

Postal Scrvices can utilize to make these custoincr-desired improvements. 

Overall Rating I 

50 

40 I 

i Not Good (1 or 2 )  Neutral (3) (Good) 4 or 5 I 
Ratings I 

First, customers strongly feel that inore postal clerks are needed at the U.S. Post Office 

counters. Of the twenty individuals who-go very often to the L I S .  Post Office (responded that 

they visit daily, once a wcck, and several times a wcck), fifteen or seventy-five percent felt that 

the number of postal clerks available are fewer than adequate. Of the remaining seventy-three 

respondents who do not go to the post office often (respondcd that they visit never, oncc a 

month, several times a year. and once a year). forty-nine or approximately sixty-seven percent 

felt that the number of postal clerks available are fewer than adequate. The individuals who do 

not visit the post office often, we initially hypothesized, might go during busier times (i.e. the 
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holidays) and therefore have :I inisperception th:it there were not cnough postal clerks availahlc. 

tlo\vcvci-. these stir\ cy i-csiilts indicate that the customers \vho  liequently use the scrvices at the 

U S .  Post Oliicc felt more strongly than customers who go much less oficn that there were fcwcr 

than atlequatc postal clerks available. Perhps the I1.S. Postal Serviccs should consider 

analyzing the \~;iri~ius lcvcls of congestion within the post otficc on a daily and yearly hasis. This 

data can then hc used to xrlinge postal clerks’ wot-k schedules in order to ensure that there are an 

adequate number of postal clerks available to sct-vicc customers every day of operation. 
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Second. the U.S. Postal Services should consider selling stamps o w r  the intcmct. 

Howewx. this mcthod 01. put-chasing stamps should be inarketcd touard thc ynunger. probably 

ninrc intcrnct sa\.\ y customers b use o u r  (lata indicates that the perccntagcs of individunls 

willing to tisc this purchasing featurc (rating o f 4  or 5) share iiii inverse rclationship with agc. As 

sccn in  the fo l lo\~ing graph. the trequency of individuals willing to use the internet stamp 

purclmsing option starts at :i high of around 63% Ibr thc under twenty rcspondents (which 

includes :I liiirly equal number of nialcs and feinalcs) and dwindles to approximately 2 1.7% for 

the over sixty-li\ e respondents (which inclutlcs tou r  times inorc t m l c s  than females). Moreover. 

the sixty-tive ;itid oltici- rcsponclents appcu adamantly opposcd t o  using the internet, as  

cvidencctl by the t:,ict tha t  74% of thcni fclt strongly ;igainst purchasing stamps i n  this manncr. 

Would Purchase Starnos Over Internet 

Under 20 20-34 35 49 50-64 

Age Group 

over 65 

Third, thc U.S. Postal Services could offer customers with the ability to purchase postal 

products i n  excess of five dollars li.om a vending niiicliine. When asked ifthcy would he willing 

to use this option, almost half of thc respondents agrccd that they would use i t  (rating o f 4  or 5) .  

Interestingly. exactly twenty-two malcs and twcnty-two feinalcs made these favorable responses 
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liw :I total  0 1 '  ht-ty-ti>ur suppoi-tive respondciits of which almost X 0 0 0  had iticonies of over 

%S0.000.4 

?a 50.03 Increase Would 

0 Past Increase Did Not 
Decrease USPS Usage ' e 30.0 

l a "  

Please iiotc that this result m;iy be cxtrcmcly skewed because 67 01 the '13 respondents i n  this non-random sample 
had aniiual h~iusrl iold i~ ico~i ics  of (over 150.000. Ilencc wc caiiiicit conclude that an individual with an aiinual 
iiicoinc ofn iore  tliaii 650.000 is iiiore likely to purchase stamps using a credit card than an individual with an annual 
inconic iifless than 150.000. 
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magraphic Quick Facts 
Total Sample Size = 93 People 

Males = 41 
Females = 52 

~1 Fairly Balanced Age Groups 
Under 20 = 19 

e 20-34 = 16 
rn 35-50 = 17 
m 50-64 = 18 

Over 65 = 23 

tnographic Quick Facts 2 
B 71 People had Incomes Over $50,000 
B 67 People were Caucasian 
a41  People visit the U.S. Post Office 

Once a Month 
Respondents from 10 States & 
Washington, D.C. 

Hawaii, Illinois, Kansas, Massachusetts (2),  
Michigan, Missouri, New York (2), 
Pennsylvania, Texas, and Washington 
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___ vel of Service Comparison 
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Rating* 
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umber of Postal Clerks 

80 
70 ' 
bO 

m 
m SO , 
2 1  
c 40 

2 30 

20 
10 

0 

m ! 
F e w e r  than Adequate More than Not Applicable 

Adequate Adequate 

R a t i n g  

70 i 
I 

60 I 

'0  I 
0 I 

Under 20 

I; 20 34 l u  
5 4 9  50%l 

Age Group 

~~ 

0 
over 65 



nions on Rate Increases 

Prel i rn i na ry Conclusions 
I Significant number of Not Applicable Responses . Not aware of services OR . Unnecessary services are provided by USPS 

People tended to complain about the Post Office as 
opposed to Postal Services 
Customers would prefer additional postal clerks a t  U.S. 
Post Office . Improvements to Postal Services might include the 
availability of stamps online and postal products in 
vending machines that accept credit cards 

E People do not want rates to increase, but their usage 
probably will not change regardless 
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L ? . S  I’<Kld Sc1n ,ic 

T h e  project on the I1.S. I’ost:il Sct-\.icc piw\~idetl iiiuch insight into the ovcr:rll qu;ility of‘ 

its products and scr\.ices. Our tlnta w;is ohtainctl through a questionnaire tlistrihutctl to :I sample 

of40  indi\~itlui~ls. 1-aiigitig i n  agc. cthnicity. iticonic. ;itid gcndci-. O\crall. wc put out pi-iiiiary 

l i i cus upon the ;~iialy/atioii o f  age groups ; i t id  the p o s t  oflicc. Thus. cric11 ol‘the Ilillo\ving groups 

contained S respoiideiits (totaliiig to 40): 

l in t le t -  20 
20-34 
35-49 
50-64 
Over 65 

In the sur\~ey. the fi\,e postal products and sei-vices qucstioncd were: first clrrss, priority, 

express, certified, and delivet-y contit-niation scr\.icc niai l .  Figure I shows  the pel-centage of  

respondents that found the set-vices to he good o r  excellent ( a  rating ( i f4  or 5 on the sui-\,cy). I t  is 

important to note tha t  those respondents \vho ;inswei-etl “Not  Applicahlc” were not f:rctored into 

the percentage for each category. The results show that nlnrost )/a of all those surveycd felt that 

lirst class. priority. and express mail were good or cxccllcnt. In contrast. 1 

gave such a rating to certified inail and the delivery conlirmation service. The reason for this is 

most likely the lact that people are relatively unfamiliar with the latter two services. Because 

tint class, priority, and express mail are very widely used and recognized. people are more likely 

to say that they arc pleased with its service. However. since many people were not familiar with 

certified mail arid the delivery confinnation service. they simply rated i t  as average rather than to 

just answer “not applicable” 

than  50% of people 

With respect to approval ratings of various services, there did not seem to be too much 

variation. These include, timeliness of mail delivery. responsiveness to customer complaints, 
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insurancc claim process. a n d  case of‘ buying staiiips. mailing piichages. :ind picking u p  packages. 

As sccn i n  Figure 2.  the overall ratings vary only sliglitly hct\veen an a\’crage score o f 3  and ;I 

good score 014. As \viis the case with the iiiail set-vice ahovc. the reason that  responsiveiicss to 

complaints and iiisu~:~~icc c l a i m  p r o  were seen only a s  avcragc may have 111ucIi to do with the 

tict that most postal customcrs iic\’cr cncouiiter otic ol‘tliese situations. Tliiis. ~ i i c e  again, rather 

than inarking down “not ;ipplicablc” the rcspoiideiit may simply give i t  ;I scot-e of avcragc. I n  

cssc~ice. people sccni to hc rcl;itivcly plcasetl with the iiiail service and products that they 

receive. Very feu- pcoplc sceined to Ix upset with ;iny particular item sliow~i i i i  f:igure I or 

Figure 2. In adtlition. age was no at‘fect upoii pctiple‘s rcsponsc i n  either of thc first two gi-oups 

of questions. 

One oftlie moi-c iiitci-csting liiidinps ol‘our study 011 the Post Office is the thct that age 

docs have quite ;I larpc he:ring 011 appro \  id iratings. Figure 3 depicts this finding. With respect 

to E-Stamps, results showed that younger respoiidcnts were much iiiorc likely to purchase stiiinps 

over thc intcmct than older respondents. I;OI- those surveyed under the age of35. the mean value 

was 3.X125 inconing a very good possibility that they would purchase statnps over the internet 

if available. Conversely. those 35 and ovcr responded that they were quite unlikely to use E- 

Stamps, with n value of2.375. With respect to  the qucstion, “I view $0.37 for il one ounce letter 

as reasonable”, the results were reversed; those 35 and over agreed, while those 34 and under 

disagecd. Interestingly enough. both groups agreed on the overall level of Postal Scrviccs 

today-each with a mean vnluc between 3.5 and 3.7. 

As  a final analysis ofthc U.S. Post Oftice. it is necessary to look at the frequency of 

visits to the post office. This functions as a sort of gauge to determine how often a sample 

population may visit ;i post office. The results. shown in Figure 4, show that the majority o f  
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those sui-\.cyed visit the post otticc either once ;I week ot oiicc :I month. Once again. :in:ilyzing 

the age group statistics, i t  i s  quite evident that thc ynunger groups were. 3s ;I \vholc. much less 

likely to go to the post o f f i c c ~ ~ ~  mavhc oiicc ii moiith. On the other haiid. adults go to thc post 

oftice more often firr work o r  petsoiial rcasons ~ mnyhc oticc a w1eek. 

All in all.  it is quite evident that. while age docs play a large factor i n  api?roviil indivitlu;il 

aspects of the post office. nlmost evcry reslmitlent saw the ovcr:ill level of services :it the post 

office as “good”. 

Percentage of Respondents that Say the Following Services are Good-Excellent (415) 

Delivery Confirmtion Service 

Certified Mail 

Express Mail 

Rlorlty Mail 

First aass Mail 

000%, 1000% 2000% 3000% 4000% 5000% 6000% 7000% 8000% 

Percentage of 4‘515’s 

Figurc I 
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The llnitctl Starcs P o s t a l  Scr\.ice 

The goal of  statistics is to generate unbiased and accurate information fi-otn r ~ w  data. 

This quest for "pure" thcts can often he liindercd by non-sampling crrors. mid al\vays by 

sampling crroi-s. It follows that a survey will always have differences fi-oni the true popiilatioii 

because inherently i t  is impossible to capture the thoughts and teclings oftlie entire popiil;ition 

when a sample is drawn. 

Although information from a sample will always have a small degree ol'inaccur;icy. there 

arc several ways to attain the most unbiased results possible. For examplc. tlic central limit 

theorem states that a sample large enough will have the shape of a not-mal. hell-shaped curve. 

This curve almost always accurately spproxiinatcs the responses of the populntion. Although 

this Unites States Postal Service study has empirical 1-esults for 40 s;iinples. \vhich is consitlercd 

sufficiently large, there are a significant number of tioii-rcspoiise responscs to the questions. As 

result. many oftlie graphs for this study do have iioriiial curvcs. but sonic l'om 1-curves. which 

capture sinall sample results. 

Furthemiore, the most coinmoii way to attain utibiased information is through the survey 

itself. Certain nuances and phrasings will intlucnce people to respond contrary to their true 

feelings. 'Therefore. otic must word questions neutrally so they don't elicit emotions in  the 

questionnairc-takers that sway their answers. This study used questions standardized across the 

BlJAD 309 class. which were carefully fomiulated in hopes otachicving the highest degree of 

neutrality. 

To complete this survey, the group of 40 was divided by age groups in to sectioiis of I O  

and given to each member of the g o u p .  lhose survcycd were parents and family mcmhcrs. 
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fellow US<‘ students. and individuals from respective work places. We attempted to drmv ;I 

jud~?mcnt sainple hased 011 true population dcmographics. 

We found a feu potential for sampling biases for this sun’cy. This Iias to do with the 

ctlinic hnckgrounds and iiicoincs for those questioned. Of the 40 survey-takers. 29 liad iiicoiiies 

over 50,000 dollars. Twenty-nine out o f 4 0  survey-takers wcrc also Caucasian. This could Icnd 

to biased results because people from different backgrounds and income Icvcls may have varied 

cxpcrimccs with their local post offices. Another factor here is the areas \\-here the respondents 

were from. I l ad  they been from areas of high crime, perhaps from other parts of the country. o r  

wealthy suburbia, the results may have hecn different. 
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The abovc graph coinpiles the results from the Unites States Postal Service’s “Product 

Satisfaction” portion of the suiney. This graph is skewed to the left, indicating those surveyed 
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responded nioi-e fa\’orably. For PI-iority Mail. Express Mail, Certiticd Mail. and Delivery 

C‘ontinrr~ltion. the tlala indicates ;1 posilive attitude, with answers primal-ily in the 4 and 5s. The 

First C ‘ l m s  Mail fc1I Inrgcly on the 3s and 4s. moving the average to slightly above average 

satistktioii. 

There are many rcsponscs in the “0” category because many ofthose surveyed never use 

the products in question. This could be a11 explanation [or why the results are lower for seldom- 

used products such as Certified Mail and Express Mail, which had a “Not Applicable” response 

rate of‘37.596. An average postal user is most familiar with First Class Mail, and thus had it “Not 

Applicable” o f 7 . S % ~  This disparity in service usage may also have to do with tenninology. 

When pcople visit the post  office, or just use “regular mail,” little thought is givcn to the specific 

imine o f t h e  product or service being used. They might not recognize the name o f a  product they 

have used i n  the past on the survey, and thus would mark “not applicable.” Further. pt-otlucts 

other than First Clriss Mail arc more expensive, and thus less used compared to the others. For 

such services, customcrs often use other companies, like UPS or FedEx. 
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l o r  the above graph. the responses are inore centered around a response of‘hveragc” o r  

3 .  People feel that the Postal .scri.icv.s are just average. There are more “poor” and “below 

avcrage” I-csponscs hcrc. vcrsus thc Postal Products portion. Further. this graph rescmblcs a 

normal curvc. With all  h segments ofthc qucstions on Postal Services. the highest response rate 

(besides Not  Applicahlc) is o n  3. 

For the “Insurance Claim Process.” 3 I pcople choose Not Applicable. indicating that this 

is a scltloin-used scrvicc offered by the United States Postal Services. There is also a high Not 

Applicable response rate for “Responsiveness to Complaints.” This could be a result of several 

factors. First, customers may not have that many complaints and thus have not gone through the 

process, which may bc supported by the low number of poor and below average responses. 

Secondly, i f  a customer does have a complaint, often they do not actually report it.  Thirdly. if a 

complaint is voiced. a customer may never see the result ifthe change is a interiial or 

atlministrative one. Finally. customers may not visit the Post Office enough to see the changes 

implemented. 

The next set of survey questions deals \vith the opinions ofPosta1 customers in relation to 

various proposals of the United Stated Postal Service. 

This g a p h  shows that people generally feel that the level of service basically has not 

improved or has just improved a little in the last 5 years. This is important to consider, as the 
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Unitcd States Postal Service obviously nccds to iinprove their ser\.ices a s  indicated by the above 

survey results. 

This graph shows that pcoplc generally feci that the lcvcl ofscrvice basically has not 

impro\;cd or has.just improvcd a little i n  the last 5 yeai-s. This is important to consider. as the 

United States Postal Scrvicc obviously nceds to improve their services a s  indicated by the above 

survey results. 

Rate post office services as excellent 

The above graph indicates that 40% of thc pcoplc fccl neutral towards the llnited States 

Postal Services, while a large percentage (30%) agree that the overall post office services are 

excellent. It is interesting to note that there are no “Not Applicable” responses found here. This 

is because everyone has an opinion on the overall quality of the United States Postal Service. 

Issues such as terminology and non-usage do not apply to this question. 

I If available, I will he willing to purcl 
Income I 5 (strongly I 4 

J I $15,000 10 1 0  1 0  
under $25,000 
$25,000 to 0 2 (66.7?4) 0 
undcr $50.000 

;e stamps over the Internet 
1 (strongly 0 (not 

l (33.3%,)  

I(33.3%) 

3 ( IO‘!.;,) 6 (20%) 5 (16.7”4) 
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The tl; it;i  i n  this tahlc is relatively inconclusive hecause o u r  sample is ovcrly representative of the 

over $'50.000 incomc c;~leg!ory. Most ot'tlic I-cspontlcnts that \ye had resowccs to survey were 

IJSC students or family inctnhe~-s that  ha\^ an Internet acccss. so our results arc skewed in that 

direction. A s  is ;ippurcnt i n  thc table. 0111- sample was a lso  too small to actuolly get meaningful 

response tiara i n  other income cntegoi-ies. cven if we had attempted a judgnent sample based on 

income level. We still would h a w  no rcsponsc data for some of the categories. We postulate that 

a census woultl rctlect that ircspondents i n  higher income brackets would take advantage of 

Internet stamps 

.37 for il one ouiice letrer as reasonable 

I Icl-c again we really don't have enough respondents to di-aw n general conclusion. 

However. wc can he relatively confident that income level doesn't significantly affect support 

against or support for the price increase. I n  both the two extreme income categories, under 

$15,000 and over $50,000, 33.3% of the  respondents in their respective categories strongly 

disagree with the price increase. The table also dcinonstratcs that most of our respondents tended 

to answer i n  the 3 or below ranking. Apparently, people are price-conscious whether or not they 

have a lot of money. 
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Sample sire limits o u r  interpretation here as well, however we can make some 

concI~~siotis. All o l 'out  rcspontlents that arc ovcr 65 years old would most likely not take 

ad\,antagc of' Internet stamps. However, the prospects are more optimistic for younger people 

Ahout 66.6% trfthosc betwecn 20 and 34 are very likely (answcrcd 3 o r  above) to use the 

lntcmet stamp option. 63.7"% of those between 35 and 40, and 70.0% of those between 50 and 

(14. Any iiixkcting strategy lo make Intcrnet stamps work should be aimed at these ticmographic 

gi-oups. 'l'hose undcr 2 0  may use Intemet stamps, but thcir utilization of thc progrmm would most 

likely he low i i n t i l  they rcached the 20 to 34 agc group when the United States Postal Service 

hecomcs more impoilant to  paying hills and sending packages as most people under 20 rely on 

parents to take care of such activities 

'lherc i re  a few ways in which this survey may be improved. For example, the question 

on rate increase is not perfect. Different results may have been obtained had the question 

indicated a clear correlation between rate increase and improvement of service, as that is what 

the rate incrcnse would presumably do. As it is: customers may feel as if the increase will do 

little good. This assertion is supported further with the question on improvements over the last 5 

years. People may feel that if the post nfticc did not improve over the last 5 years, with a 

previous rate increase, then there will be little done to make the Postal Service better. Although 
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nnt pi-acticnl perhaps. sewra t  survey-takers requested a place to write free-form iillswcrs. In 

doing this. the Postal Service inay tint1 ~ e a s  tha t  need iiiiprovctncnts that were not taken into 

considercition hy the creators of the survey. This optioii might work for surveys such as these. 

Lvith :I snmplc s i x  0140. Yet. fix those inudc u p  of3000 people. i t  w > i i l d  he very tiinc 

consuming to t;ibul:ite and interpret. 'l'hus, i t  is important to create thorough questions from the 

start. 

There are many co~icIusio~is to bc drawn 6-om the data collected in this survey. First, 

people hove a higher satisfaction level with Postal Products, such as different mail services. The 

le\ el of satisfaction for Postal services, such as case ol'buying stamps, mailing packages, and 

I-csponsivencss to complaints received was slightly lower. with the a\wagc being is. Secoiidly, 

pcoplc overall do not  support a n  iiicrcasc to $0.37 t iv  a First Class Mail stamp. This is despite 

their iticonie le\.cl anti despite the Pact that they goicr.n//i, like the services and products offered 

by thc Ilnitcd States Postal Service. 'l'his might be due to the fact that people in the past have 

seen little corrclation between i i icrcase i n  price and improvement in services. Also. people in  

general do not like price incrcases. These lactors make an increase of three cents difficult to 

justify. 

Lastly, with a little more research, we would reconnncnd that the United Stated Postal 

Service inakc stamps available online for purchase. This, however, is tentative because many 

people do not have the internet and/or do not trust purchasing items online. Still, I8 out of 40 

support online sales. Overall, peoplc seem rnarginally satisfied with the post office. Results 

show that progress docs need to be made to the services, but these being made, it is assumed that 

people would be inore likely to support the increased stamp rate. 
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'Tlrc p i ~ q x i x  (11'  this sui-\ cy is to cx;iniinc sonic of the more important aspects of the U.S. Postal 

Services. 'Tlic sur\ cy cnc.onrpasscd \xriotts posttal scni ; ind ~ m i d u c t s .  ranging froin tliffcrcnt 

mailing options to customer sewice to the rccciit scare of ;inthrax. Also  inclutletl \vas the 

prospect 01' potential t'uturc changes that  the Post Ofticc is tliiiiking ( i f  implementing. We 

tlistrihutctl tiit-ty win eys that covei-cd these key ;irc;is: taking into account different income 

Icvels. nntionolities. anti age groups. 

l h e  data c(iiiccniing tlie diff'ercnt types of inail services show a fairly clear trend. While 

some rcspondcnts were either unfuiiiliar with lir had not used the different mail services, the 

general trend s h o w n  h y  tlic other rcspoiitlcnts \\'as that they felt a l l  five types of mail services 

exnmined by this sur\.cy were g o d  to excellent. Nearly all respondents were familiar with First 

Class mail. and the majority of the respondents gave this service a good to exccllent rating. A 

2 5  r 

M a i l  S e r v i c e s  

N /A P o o r  N e u I r a  I E x c e  Ile n t  

R a t i n g  I 
large number ofthc sample was either unfiimiliar with or had not used Delivery mail. Of those 

that did rate this scrvice, however, the trend again pointed to the hc t  that most people were 

satisfied with their service through this inailing option. 
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C'ontrasting sharply with thc results conccrning s;itisthction with difl'ercnt mail  services, well 

ovcr half of tlic s;imple \vas against 11 tht-cc-cent increase in postal rates for first class mail. 

Nearly thc same nunibcr of r-cspondents rated First ('lass mail as good to cxecllent as were 

opposed to the three-cent rate increase. This suggests that possibly consumers arc satisfied with 

the lcvcl of service they arc receiving. but that they are unwilling to pay more for either the same 

or iin increased levcl of service. For reasons that this survcy was not designcd to answer, most 

people arc uiiwilliiig to support an increase in postal rates on first class mail, which means that 

thcrc are other factors that consumers arc considering. In fact, only ten percent of our sample 

supported the siiggcstcd three-cent incl-case, while ovcr  sixty percent wcrc opposed to this rate 

increase. 
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i Postal Threat Concerns ~ 

30 I 

Rating 
~ 

In light of the I-ccent sat'cty threats at post ofticcs. this survey i~~clutled n sectioii to tietennine 

how safe coiisuincrs felt at post ofticcs. Specitically. the survey locuscd on two  areas- the 

postal shootiiigs of i1 few ycars back and the reccnt anthrax attacks through the mail. Whc11 

asked if their post office use decreased or would decrease in  the future as ;I rcsult of these two 

factors, more than half of the respondents respouded that their use did not and would not 

decrease. Only a small percentage of the population (betwccn 10% and 15% for each factor) 

gave the opposite response. The data shows that people are still confident in their safety at the 

post office. Perhaps. the respondents are confident that the postal service has taken the necessary 

steps to deal with both issucs and arc therefore confident that their safcty has not been 

compromised 



NIA Disagree Neutral Agree Total 
Anthrax 5% 13% 20% 63% 100% 

When asked. whether they hgrccd disagreed with the following statement “Dcspitc the recent 

anthrax inciclcnts. I will cc>ntinuc to iise postal scrviccs its 1 (lid prior to the til-st incitfents”, 63% 

of respondents agreed/strongly agreed, while only 13% disagreed. While people are not in a 

frenzied state where the anthrax incidents have completely altered the way the general public 

lives its life. i t  is in the back of about 33% ofour sample’s minds. Ifthe incidents continue, i t  

might he a good idea for the postal service to start a proniotionalifecl-good campaign 

highlighting that the incidents have only affected the minutest percentage of postal users, and 

that the postal service is aggressively trying to contain the prohlem. Maybe a campaign that 

cducates the vicwei- on what sccurity measures are being taken would hcst rcinforcc the postal 

service’s image as a safe orgmization to do business with. But which dcniographic this 

campaign should target the graph seen above: 



;OUnder 50 

NIA Disagree Neutral Agree 

Those under tifty are the most confident that they will continue to use thc postal service as they 

have before. 18 of24  respondents for this dernogaphic statcd that they agree/strongly agree that 

they will continue to use the postal service as they had prior to the anthrax incidents. On the 

other hand, those over fifty were much less contident, as 75% of respondents cithcr cfisagrecd, 

strongly disagced, or where neutral on the issue. Thus any type ofad  campaign that thc postal 

service runs will need to he geared towards thc elderly population to allay their insecuritics. as 

they are the most affected dcmographic. 
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We chose to discuss the issue of e-stamps because the concept is very resonant as the postal 

service tries to  deal with how it will evolve technologically in the 21’’ century. Based on our 

sample, e-stamps seem like a concept whose time may arrive shortly. Of the 21 individuals 

surveyed with household incomes over $50,000, 15 agreed that they would he willing to 

purchase stamps over the Internet. But of those with incomes under $50,000 only 4 out of 19 

individuals replied that they would agree to purchase stamps over the Internet. This is likely 

attributed to the fact that those in this demographic either don’t have Internet access, or use it so 

infrequently that they are still insecure about making purchases with their credit card over the 
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net. N o t  surpIisingly. all of the indi\.idunls n l ~ i  agreed that they \\ciu\d use e-stnmps \vere 

college students-inch\ itluals \vho teiid to ha\c nioi-c i'a~niIi:irity \villi thc Iiitcrnet than any othcr 

demographic. But the time of e-stnmps should at-i-ivc shot-tly. as more and more people gain 

acccss to the internet and feel niorc secure i n  making purchases on-line. Of course this isn't t o  

say that e-stamps will eliniinatc trciditional Ixistagc. but i t  wil l  he an altct-nativc that should he 

succcssful. 

Krsponsivcnrss to Ciistonirr Complaints 
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In temis o f  responsiveness to customer complaints, we found from our survey of forty 

people that the Postal Service has been lacking in its ability to respond to customer complaints in 

an adequate manner. Our results show that of the forty respondents; nearly half felt the IJ.S. 

Postal Services were poor in tams o f  being responsive to customer complaints, while roughly a 

quarter of the respondents had either no opinion or felt the question was not applicable to them. 

The remaining respondents werc split between feeling that the responsiveness of the Post Oftice 

was either average, or excellcnt. 
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‘The important aspect to  take :I\\ a y  lion1 this qiicsti(iii is to  scc tha t  almost silty pci-cent oi’ 

those who did not fecl this question was not applicable to them fklt that the Postal Services 

responsiveness to customcr complaints was poor. We found that the majority of thosc who t i l led 

out the N/A option of thc sui-\-cy for  this qucstion \ v c t ~  y u n g  people untlcr thc age of twenty. 

Since young people tend to  have less contact with thc mail scrbiccs than older people. they also 

have less knowledge and experience with the \,arious Postal Ser\’iccs. The pcoplc fi-om the older 

dcmogaphics wcrc the majority ot‘thosc \vho intlicated that the responsiveness ot’t l ic Postal 

Services was lacking, so this should set o f f 3  ret1 light \vi th  the Post Office that the 

responsiveness of the customer complaint system needs iiiiprovcmcnt. 

I n  this survcy \ve looked at the diffcrcnt scrviccs and products offered by the U.S. Postal Scnricc. 

l h e  general trends indicate that the largest portion ofthc saiiiple sur\~eyetl was satisfied wjitli the 

different mailing options provided by the Post  Oliice. I lo\\c\ei-. the samc cannot bc said for 

those surveyed about the possible incrcase to 37 cents per stamp: perhaps stemming from the fact 

that many arc alrcady fecl that thc amount they ;ire currently paying lbr stamps is sut’ticient for 

the level of servicc they arc rccciving. Overall, those sampled feel that their safety has not been 

comproiniscd at thc Post Office, whethcr i t  be i n  the form of attacks at the Post Oftice or via 

anthrax, though a more careful in  depth look shows that those over fifty were much less 

confident about their safety. The prospect of e-stamps shows that not surprisingly that those who 

are most interested in utilizing this potential service are those that are much familiar with the 

Internet, especially college students. Finally, i n  rcspcct to thc rcsponsivcness of the customcr 

coinplaint system it is very evident that the Post Oftice still has a way to go before people will be 

satisfied with the manner with which their coinplaints are 
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Written Repoil 

14% 

4% 

28% 

The L I S .  Postal Service survey that we conducted was an observational study to 

determine the feelings and attitudes about the sei-vices and products. as well a s  to r~nalyzc the 37 

cent stamp price. Our surveys were administered in-person. (wcr the phone. and through enmil. 

The telephone and in-person surveys helped to bcttcr cxp1:iiii questions to the respondents. but 

may have been biased if another I-cspondcnt took a different approach to the question. I n  

particular, we received questions about “Respectfiilness of Mail Delivery” and what constituted 

“First (‘lass Mail”. Also, while analyzing the questions to the survey \vc conclutled lhnt since the 

answers were not free response and limited to only 5 answer possibilities, so1nc Ircspondents may 

have felt that nonc of the choices offered were suitable. This could ha\.c resulted i i i  biased 

answers to  some of the questions because some of  the respondents may ha\.c felt stitlcd. 

The U.S. I’ostal Services surveys were administered to ii variety oftlemogriiphic samples. 

‘The dcinohpphics conducted included gender, age group, incomc. ctlinic group and U.S. region. 

This survey was not a simple random sample because these demographics did tiot complctcly 

represent the natural population of thc United States, with the exception o f a  40/51 male to 

female ratio. The other demographics are represented with the following graphs: 

035-49 

.Over 65 

Age group Ethnic Groups OCaucas,an 

4 % ,  
IkAfrlcan- I 1 American / ’  
OHispanic 

Asian-Pacific 
Islander 

‘ I  Bother 
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Wliile tlic ase group demographic is fairly cvcnly distributcd, i t  docs not coincide \vith 

the natural U.S. popidation demographics of age, which shows larger percentages ol‘older age 

groups (SO and  above). As far as ethnic groups arc concerned. i t  is cxtrcmcly skewed. showing ii 

vci-y largc pcrccnt of Caucasians. In addition the U.S. regions are extremely skc\ved with a very 

large percent olour  sample being from the west. mainly California. Also our regions at-c skcwcd 

, 
ElMidwest 

OEast 

OSouth 
60% 

24% 
I 

I Annual Household Income 

~DUnder515.000 1 
~ 

37v 
525.000 

72y0 ~0525,OOOto ” 
I under550.000 1 ,  
I 

270% !OOver550.000 1 

Region of Surveyed People 

6% 

0 west 

hccause not only have wc not surveyed every state, but the states that \vc did s u r w y  were 

concentr;ited i n  specilic cities; Los Angeles, Las Vcgns, Fargo and Hershcy i n  particular. 

Income may have been misrepresented, because some students were confused as to whether to 

put down their incoine (many not having one) or their parents’ income. This may seem trivial, 

but the mentality o f a  higher income bracket may be different t h a n  a lower income bracket. 

skewing our results when comparing to annual income. 

After taking a look at the demographics, we compared the U.S. Postal services and 

products by breaking up the Excellent to Poor (5 to 1 )  results into Above Average ( 5  and 4), 

Average (3) and Below Average (2 and I ) .  Looking at the First class, Priority, Express, Certified 

and Delivery Confirmation the surveyed sample tended to represent a more positive (average and 

above averrlgc) feeling towards their satisfaction of U.S. Postal Services. Of the first four 

categories listed 02% or more of the sample chose above average or average: while 3 I % ofthe 

sample chose “ n c i t  applicable” for their answer to Dclivcry Confirmation service quality. Since 
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lint class mail demonst~-;~ted the largest average and above average responses \ \ c  conductctl ;I 

OS”/O contidcncc interval Cor that question resulting in the population iiican to he i n  bctwecn 3.73 

and 4.19. We can conclude that i fwc  took all possible samples of size S I  we would find that 

OS of I O 0  intervals cvtistructed \vould capture this population mean. We can conclude that “4” 

will he the most  popular rating for First Class Mail. l h e  following gt-aph cvdu;itcs our saiiiplc’s 

rcsults: 

U.S. Postal Services and Products 

Delivery Confirmation 

Ceflified 

Express 

0) 0 
ONoI Applicable 

5 OAbove Average 

0 Average 

Priorily 0 Below Average 

.- 

v) - 
a, 
a 
? ~ 

First Class .1 
.~ 

0% 20% 40% 60% 80% 

percent 

Delivery Contirimtion Services along with Postal service Insurance Claim Process had 

very high “not applicable” responses, 3 1% and 43%. respectively. This is an exaniple of one of 

the nonsamplitig errors we encountered for our  survey. This nonresponse error formed a hias to 

these questions because of the large percentage of respondents who chose “not applicable” to 

these services. Wc feel that we cannot draw adequate conclusions to these two survey questions 

because, we cannot assume that the “not applicable” portion would be split evenly among the 

above average, average and below average categories. 
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I Del ivery Confirmation Service Posta l  Service Insurance Cla im I I 

, Process I 

I 

DAbove Average i 

OBelaw Average ~I 
ONat Applicable ~ ~ 

5% ~ OAbove Average i 1 1 
IOBelow Average ~ 

b N o t  Applicable , ' 

fl Average ! 4 3 % ' O  Average ~ 

~ 

! 

12% i 
8 1  

In regards t o  the responsiveness to customer complaints, the majority (38% of the people 

surveyed) felt that the U.S. Postal Service was below average in its responsiveness to custoincr 

complaints; ho\ve\,er, the sample felt that the U.S. Postal Service was above average in  every 

othcr category 

U S Postal Sewices 

Friendliness 

Picking up packages 

I Ease of mailling packages 

G) Ease of stamp purchase 
0 

$ Insurance Claims 

Responsiveness to complaints 

Respectfulness 

I Y )  

Timeliness 

0% 10% 20% 30% 40% 50% 60% 70% 

Percentage 

ONot Applicable 

OAbove Average 

BAverage 

IOBelow Average 

With respect to  the majority of people sumeyed we could make some observations about 

how the sample rates responsiveness to customcr coinplaints by how often the respondent visits 

the U.S Post otfice. I t  appears that people who only visit the Post Office a couple times a year 

86 



h a w  a lower cipinion 

visit more fiec~~icntly. Also. people \vho visit the post oftice weekly or more frequently h a w  a 

strongcr opinion about the responsiveness. resulting i n  no “not applicable” results. We feel that 

i t  is possiblc that people who visit less I‘rcqLieiitIy may be less inclined to complain : h u t ,  or 

have nothing to complain cibout. thus resulting i n  more ”not applicable” responses. 

about the responsiveness to customer coinplaints than those w h o  

Frequence of Postal visits compared to Responsiveness to customer 
complaints 

~ @ a ,  
i $ Several times a year 

! 1 - 0  ~ m -  
.e m 

~~~ 

0 Not Applicable 
OAbove Average 
MAverage 

0% 10% 20% 30% 40% 50% 60% i 
~ 

I 
Percentage 

While analyzing the results to the improvements and changes of the U.S. Postal services 

and products we observed that pecq~lc were i n  t‘avor of37 cents for a stamp, lending to the idea 

of an unbiasctl surycy. 

The question, “I  view $0.37 for a one ounce letter as reasonable.. ..” took on the following 

responscs--20%, of the sample disagreed with the statement while 47% agreed with the statement, 

while the rest were neutral. 
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Improvements and Changes in the U S Postal Sewice 

. 
Postal Service 1s 

excellent 

u 
D $0 77 Stamp 
m 
Y) 
I 

L I 
Credit Card ,,,* ,..,. ., ~_l~jlr i, 

a, I 5 I 

P a interne1 stamp I 
- E purchase I 

5 yr Improvement 

0% 10% 2 0 O h  30% 4 0 “h 50% 

Percentages 

Whcn cirtiducting and atlministcring this survey we knew that the main purpose was to 

gaugc thc rcspoiisc oftlie stamp pricc increase in addition to the overall feelings of the U S  

Postal scrviccs. With thtrt  i n  mind wc took several coinpansons of the response to the 3 7  cent 

stamp with a11 ofthc dcmograpliics and conclutled that there was a particular relationship 

bctwccii age and vicw ofthc .37 cent stamp. A s  the ages increascd the view of the .37 cent 

stamp as being reasonable bccainc more and inorc positive. while as ages decreased the view of 

the 3 7  cent stainp as  being rcasonable became inore and more negative. This relationship could 

be because the older gcncrations have experienced more of thc benefits and seen more of the  

improveinents over the years. whereas the younger generations may not appreciate the value of 

the U.S. Postal Service because of the increased use of “e-inail” and other electronic sources of 

mail 
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How different ages feel about the 37 cent stamp 

Over 65 years 

v) 50-64 years 
a 
3 E 35 49years 
a, 
in 

20-34 years 

‘OAgree 

imNeutral 

~OOisagree 

Under 20 years ---.,~:a~-=w 
I 

I - ~ ~ 

0% 10% 20% 30% 40”/0 50% 60% 70% 

Percentage 

7 I 
80% 

Aficr looking at how the different age groups felt about the 3 7  cent stamp we also 

wanted to cxaiiiinc the relationship between the different regions. We found that 83% of our 

Midwest sntnplc agrccd with the 3 7  cent stamp, whilc none of the East coast agreed with this 

pricing. ‘ ihc Midwest responses may he considcrcd biased hccause of the “nice and friendly” 

pcoplc we sui-vcyctl froin that p;irticular region of the country or 011 an optimistic note they may 

just  get really good service i i i  that area. The west w a s  distributed fairly evenly, and this could he 

hccausc there were 28 people surveyed from this area. Which could be considered very close to 

a large sample and according to the centrul limit theorem for almost all populations the sampling 

distribution o f a  variable i s  approximately normal when the simple random size is sufficiently 

large. In conclusion, for our survey it is a large enough sample to be considered close to normal 

and shows this gmphically 

How different regions feel about the 37 cent stamp 
, 

v) c 
0 
in 
.- 

‘D 

OAgree 
ElNeutral 

ODisagree 

Midwest 

East 

0% 2 0 % 40% 60% 80% 100% 

percentage 
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\\'bile conductit~g the s u r w y  we included three o f  o u r  o \vn  questions: “Respectfulness of 

Mail Delivery”. “I~~-iendlincss o l  l1.S. Postal Workel-s”. i i i id I‘ I would rather use the U.S. Postal 

servicc ovcr LIPS. FcdEx. o r  ;~notlicr Pi-ivatc Mail Cai-ricr”. This last qucstion \viis placed right 

bcforc the “O\.ci-all. I \voiiltl rate the level ol’the Postal Senice totlay as excellent” question. 

This could haw Icd the rcspoiidents into associating thc two questions together resulting in 

sitnilar results. I~lo\vcver, i t  is logical to cntlorsc a private mail carrier i fonc is unsatisfied with 

the overall scrvlcc of thc  U.S. Postal sewice. and the mswct-s would rctlect this negative 

coi-rel;ilion. ‘The following graph shows that pcoplc that rated thc U.S. Postal Service as excellent 

arc very likely to choose the Post Oflice over UPS. FcdEx, or another carrier. 

~ Carrier choice in comparison to overall opinon of excellence 
~ 

~ 2 Other came is  over Post Oflice 

l L  

~ 8 US Poslal Service over Other 

! 0 %  20% 40% 60% 80% 100”/0 

U D e e m s  US Postal Service excellent 

Neutral toward carriers ~BNeulrai  
I ;  

!=Deems US Postal Service inadequate I ?  

I 

percentage i 

In conclusion, of our 5 I people surveyed the satnplc rcflcctcd positivc fcclings overall 

about the U.S. Postal Service: and were surprisingly acccpting to the 37 cent stamp which would 

increase the current stamp price by 3 cents. 
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Wi-itlcii Report 

The Unilcd States I'ostal Scr\icc (USPS) is discussing the possibility olimpleinciiling a 

three-cent irate itici~c;isc to al l  lirst cI:iss i i ia i l .  Such ;in increase iiiay Iiave titi adverse effect on the 

usage ol'the posh1 services hy tlic American people. Forty people wci-c sumpled to help draw 

iiilercnces ahout co~isti~ncr ircspoiisc to not only this ratc increase, hut also the gcncrd opinion of 

How Would You Rate [ I s t  Class Mail]? 

20 

1 2 3 4 5 

Values 

The histog-an depicting the respondent's opinions on the first class inail service is 

negatively skewed or skewed left. The left skewness suggests that thcrc arc a largc nuinbcr of 

lower opinions and a sinaller number of higher opinions surrounding the modal class. There are 

fourtccn responscs t o  thc l e f t  ofthc mode and six opinions to  the right. The modal class is four, 

correlating to a rcsponsc of"good" on a scale of one, being poor, to five, being excellent. It can 

also he noted that there was no non-applicable response; that cvcryonc surveyed had an opinion 

rcgarding this topic. The central location is observed at the mode. In left skewed data sets, 

theory states that the iiieaii is less than the mcdian. which is in turn less than the mode. 



\I'hcn lookitry :it thc 

histogrmi h i -  fii-st class i i i i i i l  ;IS 

compnretl to a possible increase 

i i i  postage pi-ices. an interesting 

relationship appears. \Vhile 

twenty-six out of fiii-ty x c  either 

"Sntislietl" ( 3 )  or "Very 

Satisfied" ( 5 )  with first class 

"I view $0.37 for a one ounce letter as reasonable." 

12 I 11 

1 2 3 4 5 

Values 

mail, only foutlccn out  of foi-1) t-cspcwdcd that they would find a rate itrcrcase reasonable. I n  

fact. the hislogram for the rate i i icrease rcseiirhlcs a iionird curve. This shows that, in general. 

the responses center aroutid tlrc "Neutral" response of' three. 

11. I)ERIOGRI\PIIIC: EFFECTS ON REACTION 'IO FIRST C1,ASS RlJtIL PRICE 

INC:REASE 

Price Increase - Income 

I Less than $25,000 - More than I 
$15,000 $50,000 $50,000 

Income Range 

The demo~pph ics  show that those with an income over $50,000 are inore likely to view 

$0.37 for a one ounce letter as reasonable compared to those with a lower income. This reflects 

that the greater onc's income. the less one would be concel-ned ahout a three cent increase in 

postage per letter. 



Although many might b c l i a c  Ihat  the opinion 0 1 1  pricc inci-e:isc \ \ t ~ t i l d  hc contingent upo11 age. 

the survey indic;itcs Ihat such ;I p~-esu~iiption is most likely h l s c  On the coiitr:11-y. the histograms 

as separated by age ;ire alinost identical. Thc n ~ n ~ i i ~ ~ t ~ n ~  tlispai-ity fix any  givcn agc dcmographic 

hetwccn rcsponscs of ones or t\vos verstis fours or livcs is onc. with two of the  age groups 

having identical distrihutions. 

I 
Price Increase - Age 

20 - 34 35 - 49 50 - 64 65+ 

Age Range 

Unsurprisingly. consiclei-ing the comparisclns drawn, it  can be noted that the more 

satisfied a respondent is with the IISPS, the more likely he or she is wiling to accept a price 

increase. Therefore, one casy way to implement a price increase without much objection from 

the American public is to  attcmpt to increase their satisfaction with the postal services. 

- 
Price Increase - Overall Satisfaction 

1 2 3 4 5 

Overall satisfaction Score 

i 
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The histogram tor "Ease of  Buying Stamps" is iicgati\.ely skc\\ctl. while the histograin 

for "Buying Stamps over the Internet" is pos i t i dy  skewed. The motlal c lass  fix "kasc of 

Buying Stamps" is ihur (fo~irtccn responses). which correlates to "Good." while the tnotlal class 

for "Buying Stamps o\.ct- the Internet" is one (ten tresponscs). which corrcspontls to "Strongly 

Disagree." Whcti compai-ing thcse '1'n.u inversely tlistt-ihutcd i-espon.;es. thct-e is a negati\rc 

correlation. The surveyed respondents tlocuinentetl that it is rather easy to  buy stamps at a post 

office; however. thcse smie participants also expressed the opinion that they would most likely 

not partake in buying stmiips over the internet. 
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IV.  SENIOR CITIZENS ,$ND 'IECIINOLOGY 

"If Available, I Will be Willing to Purchase Stamps Over the Internet" I 

n 
U-dl 

20 ~ 34 35 - 49 50 ~ 64 65+ 

Age Range 

The surveys indicated that thosc ovcr titty years of age wcrc not inclined to want to 

purchase stamps over the internet. This disintci-cst is expressed by both t h e  fifiy t o  sixty-four 

and the over sixty-five categories. I n  the agc g r o u p  lcss than lilty, thc distributions of opinions 

\vcrc fairly evenly distrihutcd 

across the scale ofone  to five. It can he assumed that this reflects the older generation level of 

discomfort with the internet, especially in regards to over the internet purchases. These 

respondents' opinions may be altered in pari by :I concern about safety of using a credit card on 

the internet. Secondly, they are used to relying on other, more traditional means, of completing 

daily tasks, like purchasing stamps at the post oftice. I t  can also he assumed that those in  older 

age demographics also do not own the up to date and current technology that those in younger 

age demographics do. For instance, Generation X has primarily grown up being accustomed to 

coinputers and their applications. 
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“I Will Be Willing to Use My Credit Card to 
Purchase Postal Products in Excess of $5 from a 

Vending Machine“ 

20 - 34 654 

Age Range 

Similar trends emerged when the group of people over the age of sixty-five were asked 

about the prospect of using credit cards at vciiding machines to purcliase st;imps. On a 

one to five with one being “Stt-ongly Disagree” and tiw being “Strongly Apce.” live people 

responded with citlier ones or twos, while only two responded with fout-s or I i x s .  When 

compared to those of age hetwecn twenty and thirty-four, a11 inversc relationship is displayed. 

This younger demographic was almost twice as likely t o  respond with fours and lives compared 

to ones and tkvos. ‘lliis shows that younger people are more comfortable with technology, and 

the idea of credit cards used at vending machines might be inore effective in  ai-eas predominated 

by younger people. One possibility could be on or near a college campus. As time passes and 

this younger generation grows up, such options created by technology will become more 

plausihle. 
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V. RESPONSIVENESS TO CUSTOMER COI\IPI,AINTS 

Divci-ging fi-oin what many might hclicvc. the analysis of the rcspoiiscs shows that 

younger users of the postal scrvices are more likely to believe that thc USI'S is not respoiiding to 

thcir needs. This i s  indicated in thcir response to the prompt, "l-lo\v \\~oLIIcI you tatc the IISI'S OII 

responsiveness to customer compllrints'?" When responses o f 0  ( N o  Opinion) and 3 (Neutral) 

are omitted, the data points to an interesting conclusion. While all four peoplc from agc 20-.34 

said they wcre either Very Dissatisfied ( I )  or Dissatistied (2). hoth pcople o\.ci- t l ic agc of 6 5  

rcsponded that they were either Very Satisfied ( 5 )  o r  Satistied (4). 

Responsiveness to Customer Complaints 

0 4 1 5  

, 0 1 1 2  

20 - 34 65+ 

Age Range 

V1. NON-RESPONSE FOR INSURANCE CLAIM 

Of our forty surveys administered, twenty-eight respondents answered that insurance 

claim process was non-applicable for them. We find this noteworthy because no other question 

showed that across our sample people wcre not familiar with this service. Also, this means that 

seventy percent of our sample either do not use or are not familiar with this scrvice. Wc may 

recommend either that the Post Office advertise this service or how it may he useful to users or 

reevaluate their attention to  such a scrvice that is either unknown to users or simply not helpfid. 
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k’ll. DE~IOGKAFIIIC EFFECTS ON REACTION TO PA\CK;\CE KATE IN<‘KEt\SE 

To shed light on possible consumer reaction to a pricc increiisc on p x c c l  posttagc. ii 

question was ntldctl to thc class survey. In conjunction with the pi-oinpts in  qucstion nunihcr 

three. this added prompt asks the rcspondcnts to gage their possible reaction i f the LJSPS were to 

increase pal-eel postage by 1 0”/0. Thc response histogram rcscmhlcs a norni;iI c u r w  ccntct-ed 

around the “Neutral” rcsponsc of three. This question further illuininntes that those sampled. in 

general. are Idirly neutral in their opinion about a USPS price increase. However. further 

conclusions can he inferred when more in depth analysis, using cross-sections. i s  conductcd. 
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When asked if they would consider anothcr 

camer instead of the USPS increasing their parcel 

postage by 10%. those from age 20 to 34 were inore 

likely to use another service as compared to those over 

the age ofh5. Three out of four in the younger 

demogaphie responded favorably by choosing either 

four or five. while live out ofsix i n  the older 

I Package Price Increase -Age I 
-.. - - 7 ,  I 

20 - 34 65+ 1 
~ I Age Range 



tlcinographic rcqmidcd ncguntively by choosing either olic or ttvo. In conjunction \villi cconomic 

theory. people will seck substitutes when encountered with a price iiicimisc. The oltlcr 

geiicration might have more loyalty to their original service provider, the IJSPS. 

.Another possibility could he that the older generations h a w  been contlitionccl to he l o y d  

to the post office lrom years ofusing i t  

A n  interesting observation iti this category can be seen when comparing o\'erall 

satisfaction with the postal service. Since most respondents who indicated high satisfaction with 

the USPS would be hesitant to switch carriers when faccd with the 10?6 price increase, the 

reasonable assumption \wuld he that the opposite would hold true fix those very dissatislied 

with the IJSPS. Ilo\vcvcr. the data  in  this sample indicates that even tlicse   in satisfied custoincrs 

have a high degree of  loyalty to the LISPS. Three out offour ofthose who arc very dissatisfied 

with the USPS gave ;I response of one (strongly disagree) and two (agree) when prompted with 

the possibility o f  switching earl-ici-s when encountered with a price increase for package 

shipping. 'I'wo concI~isio~is cniergc: either these users remain hopeful that the USPS will 

cvcntually improve and meet their standards, or these individuals made a mistake and actually 

intended to select four or tivc to convey their willingness to change carriers. Such possible 

mistakcs would fall under the category of errors in data acquisition, which is a non-sampling 

error 
~ 

Package Price Increase - Overall Satisfaction 



111 conclusion. i t  is rather tlifficult to makc hroad gcncr;ilizcitions on the basis ofsucli ii 

sinall sainplc size. While so~i ic  relationships were apparcnt. for exarnplc the likelihood of older 

people huyitig stamps over the Internet. others were less clear. Other weaknesses in  ow sciiiiple 

inclutlc lack ofwrintion i n  regard to ethnic hackgrountls and houschold income. If the sur\:cy 

were re-administered to a large number o f a  inore dcmographicnlly diverse grouli of people that 

more accurately iiiimics the population. then perhaps more conclusive correlations could he 

drawn tiom the data. 



SURVEY SARlPLE RESIIL'IS 

Timeliness 
Responsiveness 
Insurance 
Buying Stamps 
Mailing Packages 
Pick Up Packages 

1. How would 

0 2 9 15 12 2 
12 8 7 10 1 2 
28 3 1 5 1 2 
0 1 4 11 14 10 

___._ 

1 0 4 ~. 25 7 3 
4 .. ~ 0 12 16 5 3 

First Class 
Priority 
Express 
Certified 
Confirmation 

5 Years Ago 
Internet Stamps 
Credit Card 
Reasonable Price 
Other Carriers 
Overall 

YOU 

3 ~~ 6 6 19 6 .  0 
1 16 7 5 7 4 
1 ~~~~ 10 8 6 9 6 
1 4 10 11 9 5 
2 5 7 12 8 6 

-. ~ ~~ 

~~~~~~ ~~ ~. 

~~~~ 

- 1 5 6 - 19 7 .  2 

4 services or products? 

0 1 12 4 16 0 7 

4. On average, how often do you visit a US.  Post Office? 

Demographics 
Gender 
Age 
Income 15,000 - 15,000 + 25,000 + 
Ethnic Group Caucasian 33 frican sian 

20 - 34 
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USPS First Class Mail 

How would you rate 
[First Class Mail]? 

“1 view $0.37 for a one ounce 
lcttcr as reasonable.” 

~ ~ ~~~~~~~~~~~ ~~ ~ 
~~~~ ~ ~~~~ 
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"If the price of mail ing USI'S packages incrcascs by  
lo%,  then I will use another  carricr (UPS:  F e d E x ,  ctc.)." 

1 4  

1 2  t o  

8 

6 

0 

2 

0 
1 2 

USPS Stamp Purchases 

"Ifavailable, I will be willing to 
purchase stamps over the Internet." 
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\I't-ittcii Rcpot-t 

I'ostnl Survey Project 

'To conduct this sur\ cy. we chose a samplc ot'tbrty people lioni live different age ranges. 

Thc INI~X)SC ofthe SUI-\ cy \vas to use the opinions ofIntlividu;ils to evaluate the postnl service 

and  tletei-mine ;I gener;rl feeling about changes that m a y  he implcmcntcd. 

W e  chose to analy/.e h e  questions tha t  we thought were the most important in evaluating what 

pcople think o l thc  postal sei-vice. W e  chose the 17cquency of v is i ts  to the post oftice as the first 

question to cnsiire tha t  oiir tl;it;i \ w s  hased on people who were actually knowledgeable about the 

set-vices. Tliis clt~csttion also pi-ovides us with ;in itlea of how much weight should be given to the 

opinions of those surveyed. 

For thc questions we chose to ;tiialyzc. \vc gr;iphcd the data i l l  terms of  percent of 

cvci-yolie surveycd as wel l  as the pet-cent of.those surveyed in each age group. The first graph 

lor cadi qucstioii contains tlie inhi-mation from all lot-ty people survcycd. We chose to include 

these graphs t o  give LIS a gcneral vicw olal l  rcspotiscs to each question. The second graph for 

each question shows the data divided into age groups, our  only control. We chose to calculate 

the percentages for these graphs by age group as opposed t o  by the total number o f  surveys 

because this way we can inore easily compare the data across different age groups. 

Visits to the Post Office - 
0 Never 
% 

m V ,  
3 5 Monthly 
0- 
Z Weekly 
LL 

o w  ,= Yearly 

0 20 40 60 

%of All People Surveyed 
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Visits to the Post Office 

>65 
ONever 
OYearly 

Monthly 
0 Weekly 

50-64 

Age Group 35-49 

20-34 
! 
! Under 20 
I 
I 

0 20 40 60 80 

% of People in Each Age Group 

Ytrunger age groups have ;I higher percentage of  peoplc w h o  visit the post oflice less 

d i cn .  This could be bccausc thcy arc tiiorc xcustomcd to the intci-nct a n d  cmail arid liiid these 

iiiorc efficient altci-natives to using the post otticc. 

The iiiii,joi-ity of t l i c  two oldest age gi-oups visit the post office either inonthly (scvcral 

times n pear, mcc :I month, sc\,eral timcs ;I month) o r  weekly (once a week. several times :I 

week, daily). This could he attributed to the fact that older pcoplc arc lcss accustomed to using 

the intcmct and thcy arc morc uscd to going to the post offiicc to mail a Icttcr. Thcsc pcoplc may 

also have morc tiinc on their hands to visit the post office. 



If Available, I Will be Willing to 
Purchase Stamps Over the Internet 

4 or 5 (Strongly Agree) -1 
3 (Neutral) 

1 or 2 (Strongly Disagree) 

0 10 20 30 40 50 

% of All People Surveyed 

O\ei -dI .  there are mor-e pc<iplc \\lio \\ould he willing to purchase stnmps over the 

internet. however. the ditti.rencc h c t u w n  “agree” and “disagt-ec” is minimal. Also. twenty-five 

pel-ccnt ofthe people sut-\~cyctl took ;I neuti-nl st;incc on the question. 

If Available, I Will be Willing to Purchase 
Stamps Over the internet 

~4 or 5 (StronglyAgree) 

~ 0 1 or 2 (Strongly 
~ i Disagree) 

over65 
50-64 I 

a 
(3 2 35-49 I 

0, 20-34 
under20 .. ~ 

0 20 40 60 80 

% of People in Each Age Group 

When broken down by age group. it is clear that oldcr pcoplc arc less willing to purchase 

stamps over the internet while younger people are more likely to use this innovation. For the age 

groups o f  50-64 and over 65, those who disagreed outnumbered those who were willing to use 

the internet to buy stamps. On the contrary. a majority ofthose 20-34 and under 20 strongly 

agreed that they would bc willing to purchase stamps over the internet. f:or the age group of35- 
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1 or 2 (Strongly Disagree) 

0 10 20 30 40 50 

% of All People Surveyed 

More people fclt tha t  '$0.37 liir a one outice letter is unre;~s~inablc than reasoliable. 

I View $0.37 for a One Ounce Letter as 
Reasonable 

0, 

E over65 ' B 4  or 5 (Strongly 

0 1 or 2 (Strongly 
i :  1 Agree) 

35-49 I i Q  

0 
Lc 

j ' Disagree) & under20 a 
0 5 10 15 20 

% of People 

The age groups of under 20, 20-34, and over 65 generally thought that  $0.37 was 

unreasonable. lhese  age groups usually have lower incomes than people 35-49 and 50-64 

because they are students, are just starting their careers. or are retired so they may be inore 
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sciisiti\ c to a Itigltci- pi-ice. ;\Is(). people o\.cr the age of65  may  he mire  ;tccusio11~etl to much 

lower priccs h r  :I stantp. ' l ' l ic age gt-oups 013.5-40 and 50-64 thought that this pi-ice w:is more 

reasonable 

4-5 (Good- 
Excellent) 

0) 
C 

m 3 (Neutral) .- c 

1 

I 
i 

Tlic m:ijot-ity of people sur\ eyed did not lia\.e 11 strong opinion about tirst cl;iss mail 

bec;iusc ;IS long ;IS thcii- lettcrs or packages ;IIK deli\-eretl in  a timely I:,lshion they have no reason 

to t-ate the ser\,icc ;IS pool- o r  excellent. Ilo\r~cvcr, the people who felt strongly generally thought 

ihat first class mail was good o r  excellent 

LL 

5% 1-2 (Poor-Okay) 

. ~ .  .. 

I rate first class mail as. .. , , 
>65 

a 
3 I 2 ~ I 8 4  or 5 (Good-Excellent) 
0 35-49 

Under 20 

' 101 or2(Poor-Okay) ' 0  

? 

0% 20% 40% 60% en% ion% 
Percentage of People Surveyed in Each Age Group 

i 

j 
~ 

1 

-. ..... -: 1- 

Opinion 011 tirst class mail depends largcly on personal experience. We see no direct 

correlation between opinion of first class mail and age b~oups.  People who have a strong 

opinion gcncrully have had either a specific positive or negative experience outside of the regular 

mail delivery. 
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4-5 (Good- 
Excellent) 

0 
C 

3 (Neutral) ._ - 
~2 

1 or 2 (Poor-okay) 

Out of ihc  ~';~rticip:ints i n  ilic sui-vcy. most took a ncutral stancc on the o\.crall rating of 

the postnl service. Oltliosc wlio did h a w  ;in opinion. more pcoplc had a tawrahlc  view the 

postal service's pci-foi-mmicc. 

I I 
3 %  

I i 
~ 

45% j 
I 
i 

I i 1 1 3% 

~. ~ ~ ~~~~ ~ ~ ~ ~ ~~~ ~ . ~ ~~~~ --L ~ ~~ . .~ ~~ ~ ~~~~~ ~~~- 

I Overall Rating of Postal Service 
l 

over 65 

50-64 

Age Group 35-49 

20-34 

under 20 

0% 10% 20% 30% 40% 50% 60% 

Percentage of People Surveyed in Each Age Group 

1 8 4  or 5 (Good-Excellent) 1 
, 0 1  or 2 (Poor-Okay) 

.- 

70% 

Analysis of thc data through age groups showed that the age groups over 65 and under 20 

had the largcst percentage of those dissatisfied. The remaining age groups, which fell between 

20 and 65. were, for the most part, more than satisfied with the postal service. In the age group 
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I Visits to the Post Office 
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Age Group 35-49 

20-34 
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If Available,  I Will be Willing to Purchase  
S t a m p s  O v e r  the Internet I 

: m 4  or  5 (St rongly  Ag ree )  

, 0 1  o r 2  (Strongly 
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I rate first c lass  mail as ... 
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1. Introduction: 

T h e  pi rpose  o f t h i s  proiLct is t o  get a general o v c r v i w  on pithlic opinion regxi l ing tlic 

level of service the I I.S. Postal Service pro\.ides. as well as the vic\\s on the proposed incre;iscs 

i n  postal rates I’rom -33 tc i  37 cents. 

We decided to locus 011 some of the more significant aspects that stood oilt lrom the 

I Initcd States l’ost Oflice surve? conducted. We tried to focus mostly on the genet-al npinions o l  

the $.j7 increase on one-ounce stamps. the overall opinions o n  the wriotis ser\.ices offkred at the 

II.S.I’.S.. the usaye ofiiitcrnet versus the age group o l the  respondents and ifth:it h;id any 

inlluence on \vliether people Mere willing to buy stamps on the Internet. and if the lI.S.I’.S. 

needed any speci lic in ipro~ement  on a certain service that they provided. Other signilicant 

trends that \be noticed mil l  be mentioned lurther along in this report. 

11. I)crnographirs 

We sur\e> ed ;I total 0 1  53 people and broke the audience of  o i r  s u r \ ~ y  into tlic I ; i I- ious 

tlemogt-aphics a s  sho\\ii i n  the graphs below: ethnicit). age. gcndcr. and income. 

Ethnicity Age 

~ A s i a n  Pacific 

~ C a u c a i s a n   under 20 

 hisp panic 

~ A f r i c a n  

4% Islander 

~ 2 1 - 3 4  

0 50-64 
26% 0 35-49 

American Over 65  
34% w Other 

These are the bredkdo\\ns in lenns oiethnicity. As you can see. 
There are predominatl! inure Asian Pacific Islanders and 
Caucasians than an) oilier ethnic Froup surveyed. 

These are the breakdowns in t e r m  of a:e. 
There are a majority o f 2  I -.34 year olds than 
any other a ~ e  %roup. 



Gender Income 

gUi ider $15000 
0% 

8 '/c 
23% .$I5000 to under 

r~$25000 to under 

mover  $50000 

$25000 0 Gender 

0 Female 
$50000 HMale  35% 

47% 
53% 

.No Response 

Wc brcikc our data into general categories of I>issatisificd. Satisified. Neutral. and Not 

Applicable. Dissatisfied consists of thtrse respondents who answered either 1 or 2. Neutral 

consists of respontlents who answered 3. and Satisiftd consists of respondents who anslvered 

with either a 4 or 5 .  
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Percentage of Total Respondents that are Satisifed with USPS 
Services 

Hours of Operation 

Ease of Picking up Packages 

Ease of Mailing Packages 

Ease of Buying Stamps 

Postal Service Insurance Claim Process n 
VI 

Responsiveness of Customer Complaints 0 
z Timeliness of Mail Delivery 0 
u) 

Delivery Confirmation Mail 

Certified Mail 

Express Mail 

Priority Mail 

First Class Mail 

0 0% 10 0% 20 0% 30 0% 40 0% 50 0% 60 0% 70 0% 80 0% 

 percentage Percent of Total Respondents 

This yraph represents the o\.erall satisfactic>n with the various scrviccs of the  I1.S. Post 

Oflice 

(~icnerally. most ol.the survcycrs were satisilrd with the services or products offered by the 

IJ.S.I’.S. tlowcver. there \cere hvo intercsting oiitliers of the overall satisfaction of the U.S.P.S. 

being the “l’ostal Insurance Claim Process“ and the “Responsiveness of Customer Complaints”. 

The first impression that we got was that niost respondents were dissatislied with these services. 

however. when incestigating the rcponses. me came to a different conclusion 
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" N o t  A p p l i c a b l e "  v s .  "D issa i is i fed"  V i e w s  o n  t h e  
R e s p o n s i v e n e s s  o f  C u s t o m e r  C o m p l a i n t s  

Hispanic 

African American 

Asian Pacific Islander 

% 

0 
._ * 

5 
._ 

w 

I O t h e r  

Dissatisfied 

DNot Applicable 

0 0 0 %  1 0  0 0 %  2 0  0 0 %  30 0 0 %  4 0  0 0 %  5 0  0 0 %  6 0  0 0 %  

P e r c e n t  o f  T o t a l  R e s p o n d e n t s  

M'c in\ est iyled thc \ k v s  on h i  llie p ~ p k  felt on 1Iic l~J.S.l'.S. Responsiveness of 

C'iistonier ( 'ompl~t inrs  bq the breakdo\in c)t'the diil'rrent cthniciries. Asian Pacific Islanders and 

C'aticasi;ins \\et-c' no1 iis tlisatisil>d \sit11 this service. ho\vever a greater percentage responded 

with ;I 0 o r  "Not Applicable". On the other hand. a larger percentage o i  I lispanics and African 

i\nici-icans ans\iet-ed \ i i t l i  :I "dissntisilcd" than \villi ;I "Not Applicable 

"Not Applicable" vs. "Dissatisified" Views on the Postal Service 
Insurance Claim Process 

Other 2 

I Caucasian 

0 00% 10 00% 20 00% 30 00% 40 00% 50 00% 60 00% 70 00% 80 00% 

Percentage of Total Respondents 
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R! looking at the responses ti l '  I'ostal Service Insurance C'lnini I'roce \\e lillllld that  4 

out of the 5 ethnic groups tliat \\e siirveyed. I lispanic. African American. Asian Pacific Islander. 

and C'nuc;isi;in. a l l  aiis\vrred "Nor i\pplicable" a s  a largcr percentage than thcy answered 

"Ilisatisified". We came to the coiiclusion that maybe iiiost of the respondents did not know 

about this service or did licit use i t  21s they did nut find i t  t iscf i i l .  .This is an interesting question 

that o u r  group \ \~ould like t < ~  liirther investigate. 

IV. Opinions on  Postal Rate Increase to S.37 

Our groiip tlccidcd to investigate on ho\v thc different gcnders vie\red the S.37 increase 

on ;I one oi~ticc st;imp. 'l'his next graph is an mal?sis on the gentler views on the $.37 one ounce 

stamp as  reasonable. 

Gender Views on $.37 One Ounce Stamp as Reasonable 

Not Applicable 

Satisifed 
C 
0 
C 
Q 

.- 

._ 

Neutral 
0 

Dissatisifed 

Female 
OMale 

0% 10% 20% 30% 40% 50% 60% 70% 

Percentage of Total Respondents 
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II pcople tl lat  tise the IISI'S frequently and a dissatisl'action ol'a 

S i 7  i n c r c x c .  I ' c~ ip le  t h t  did not use the IISI'S often ~ e r e j i i s t  ;IS disatisil'ed with a stamp pricc 

increase. ,\nother intcrcsting point h ~ t  \\e cmne  to no t i ce  \ \as  thnt the inconIe g~-oup llndcr 

$ 1  SO00  scemed  less iii disagrccment to\\ards thc incrcirsc tliiiii people \vith higher incomes. 'Phis 

slio\\s t l i i i t  iiicotiic does not strongly correlate \vitli the respondents' opinions on the price 

increase. I Io\\c\.cr. i t  scctiis i n  yenerd that thc respondents arc i n  disagrccmcnt \+it11 a S.37 

stnmp iiicre;ise. 

V. Willingness to I'urrh;isc Stamps over the Internet 

We ;iIso compare thc \villingtiess of respondents to ptirchnse stamps over thc Intcmet 

nit11 h e  age gi-oirp tlie) helonged to. 

Age-Group Vs. Willingness to P u r c h a s e  S t a m p s  Over  the Internet 

Over 65 

50-64 

35-49 0 

9 
20-34 

Under 20 

NIA 
UAgree 
=Neutral 
0 Disagree 

0 0 %  10 0% 20 0 %  30 0 %  40 0% 50 0% 60 0% 70 0% 80 0% 

Percentage of Total Respondents 

As can he seen. the two are inversely related: as age decreases the willingness to purchase 

stamps over the Internet increases. I n  addition. the age bracket 50.64 and over 65 are not as 

rcccptive to purchasing stamps over the lnternct compared to those in the othcr age brackets. It  
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i s  iilso i i i tcrestit ic t o  note that in the 20-;4 age b r ~ k e t  thcrc is an equal a m o u n t  of  respondents 

t1i:il arc cithcr i i ~~ \ \ i l I i i r g  or \ \ i I l i t~g t o  ~ i s e  thc Intcriiet to pul-chnse st;imps. 

V i .  T h e  Effect of Other  Rleans of Communication 

We added ;I quest ion onto our  survey rcqucsting otir  respondents to gi\e ;in estimated 

percentage (in IN)\\ oiicn they used thc dificrent mciiils of comlllunications: e m a i l .  lirs. I'os~al 

Services. Other I'ostnl C'arricrs ( i .c .  I 'cdI3). ;ind Other. b 'c  tlrought that. since these days. mang' 

people tend to tise ei i ia i l .  lax. t'tc.. this \ \ o d d  al'l2ct their use of the I'ustal Services and/or their 

opinions (11' i t .  

I.'irst ot:dI. t o r  both oI'the ahtrve grcrphs. m e  grouped 1 - 2 under "Poor." 3 under 

'-Neutral." :iiid 4 ~~ 5 undci- "l~:xccllent." 'l'liis allo\\ed 11s to better see the dilTerel1ces het\\een the 

Jat;r. 

Use of Postal Services and Other Means of Communication 
Vs. General Opinion on Postal Services 

0 People who use other 
~~~ .. . .. 

means of communication 
more 

U.S.P.S more 

0 Equal Usage 

~~ ~ ~~~~ 

I People who use the  

1 2 3 

Opinion 



Use of Postal Services Vs. Opinion o n  
Timeliness of Mail Delivery 

35 I 1 
0 People who u s e  o t h e r  30 

25 m e a n s  of 
20 c o m m u n i c a t i o n  more  

15 

10 

5 
0 

I People who u s e  Postal 
Services m o r e  

0 E q u a l  U s a g e  

1 2 3 

Opinion 

\!'e tried to l itid out i f w e  iroiild he able t < i  lind ;I correlation between the t\ \o data. i.c. 

for  the lint graph. i f a  person used email or Ihx iiiorc than he did the Postal Services. would his 

opinion mol -e  likel! he negative? Would his usage oleinoil oi- lax hc II iresult o f  a neyntive 

opiniciii (\\oiiId iisage he ;I result of  opinion'!)'! Or. 10 tur i i  things ; i roi ind.  \\oiild opinion he tlie 

result ol'iisape'! I)id :I person \\ho used Postal Sen  ices less be more likel) to ans\wr positivcl>, 

bec;iiise hc h:id ;I lcsh number ofexperiences \\ i l l1 t l ie lI.S.I'.S 1o base h i s  opinion on? Did it 

person \\lie itsed the I 'ostal Services more he more l ikely t o  unswcr neg;tti\-el)? 

Li'itli our  s i i rwy.  \\e found no correlations. Most people tended to ansiver 3-~ncutral. 

Only nlien ii person used a11 means equally did he tend t o  answer more satisfactorily. 

For the second graph. m e  also thought that. perhaps. i f a  person had a low opinion on the 

tinieliness of innil delivery. this was thc reason the) tended to  use other means ofcontmunication 

more often. From o u r  survey. however. people wlio used ernail or fax more often actually tended 

to have a higher opinion on the timeliness of Postal Service delivery-and those u.ho did use the 

[J.S.P.S. had a lower opinion on i t .  



VII. C'onclusion 

While \\e ;ittenipted to gather a random snmplc. our data m a y  be ske\red by the large 

niinihcr of responses coining lrom Caucasians ;itid , l s i i i t i  I'acilic Islandc'rs. :\nother iiictor that 

iiiii! ha\  e ;iiIixtccl our data \+as the dispropoi-tionntc q c  and iticonic groups (i.c'. more 20-34 

ycar olds and m i r e  peoples \ \ i t11  inconic's over $50000). 111 addition. a large numher o 1 o t i r  pool 

ol~respontlcnts c;iinc f'roni the l ,os A~igeles area. Most Post Ofticcs in big ci t ies may he less 

accomrnod:rt in~ hecatise o l t h e  large nuinbcr of  people tIi:it go tliei-e. I'herel'ore. o u r  data may 

not reflect tlrc \ . ic \ \s oi.e\ci-yoiic the l!'.S.P.S. scncs.  
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Overall Excellence by Age Group 

65 and Over 

50-64 

L 
0 35-49 

20-34 

Under 20 

0 00% 10 00% 20 00% 30 00% 40 00% 50 00% 60 00% 70 00% 80 00% 90 00% 100 OO"/o 

Percentage of Responses that were 4 or 5 

U'ith the oh.jecti\e ol'c\alu;iting the I Iiiited States Postal Sen  icc's percci\.ed 

el'recti\.t'ness. the lirst conipnrison tha t  is prudent to discuss is fllc o\.criill piihlic l'eeling towards 

tlie postal s e n  ice broken do\\n hy age group. We \\;rnted to  see iftlierc \\:IS any dilli.rence 01' 

opinion hetMeeti dil'krent ages. and il'there \vas. \\.hich ages were niot-e satisfied than the others. 

We compared the niimhcr of responses that \\ere lours and lives and then turned them into 

percentages for each ot'the groups. The graph that \ve got was hell shaped \ 4 i t h  the majority of 

the data located in the 20-49 age group region. In both ofthese age groups the percentage that 

gave either a four or five was around 80% as opposed to the younger and older age groups that 

only had around 17% that gave i t  a four or five. This comparison showed that there was indeed il 

significant difference in opinions between the various age groups. The middle age population 

(20-50) seemed to he the most satisfied with the postal service. and the older and younger 
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the data in column 4. ;tnd e x c  til'tii;iiling p;ickag~,s h;d 40');~ iiicmitig t1i;it thcir leel ings \\ere 

ahove :]vel-age. The mri,jority ( u r  overall e.\ccIIcnce \\:is i i i  coluniti 3. \\it11 45'% ofthcir  

respondents giving i t  an average rating. 

One of the most important compoiicnts ol.tIic survey. yet one of  tlie hardcst to track mtl 

interpret. rcvolvcs a round  t l ie respoiidciits' opinions 011 raisins the price of mailing ;I one-ounce 

letter lrom its current price 01' $..3 t o  $..;7. \VIien studyins the rcspondents' \\ illingness to do 

this, we find some ititel-estiirg trends. One of  the lirst of tliese rewlves around the c~rrelat ion 

between the respondent's agc ; m i  hisher  willingness t o  raise the price. As you C;III see of (;rnph 

5 below. the distribution is roughly bcll-sli;ipcd and iinimotlnl. ce~itcrcd 011 the c i p x  -35 40. 

Interestingly. those \zithin t l ie .35-40 age range \\ere 1111- t i io rc  likcl! than other respondents to see 

the price increase as reasonahle. 

"$0.37 Reasonable" by Age Group Graph 5 
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Nearly 80% of those in the 35-49 age range thought that $27 was reasonable whereas all 

the other aye distributions were 50% or below. The extreme age distributions (above 65 and 

under 20) were the least likely to sce the price increase as reasonable. This is probably attributed 

to the fact that people in those distributions do not have full-time jobs and thus have a l o w x  



income I cw l :  they \ \ o d d  scc the price incrc:isc ;IS iiiorc siy~ili!~:int compnrctl to \\orking haby- 

boomers. 

Since the 35-40 age range is an active distribution ~ they are pcrhaps the most politically 

active segment nnd ;I large portion 01. tlic uork-lorcc and manngement teams of companies. the 

price increase has n greater ch~ince 01' being cn:ictccI atid acccptcd c\cn if the othct- I 

distributions. undcr 2 0  >cars h r  example. arc opposed. Overall. I ioneLci-. the iiiciiii scot-e of all 

respondents \vas ii 2.91 1 sigiiil?.iiig tha t  m o s t  people arc neutriil. not strongly agreeiny or 

disagreeing with the price increases reason;ibilit! 

First Class and Overall Excellence Among Supporters of $0.37 

Wrcent of Respondents (out of those responding Owal l  Excellence 

 first Class " 4  or ''5 on $0 37 Question) 

1.37 



Another correlation \villi the respontlents' \villingness t t i  sc L '  the price increase ;IS 

reasonable \vas their level o l  sntislirctioti \\ itli the postal scr\.ice. I'hetc. is :I direct rcl;itionsliip 

betL\een peoples' view of the  price increase and their perceived I e \ e l  of service. On (iraph 6.  \%e 

sce tha t  nobody that i-atcd thc price increase reasonabilit! ;IS ;I IOtir o r  l ive thought thc postnl 

service was doing an excellent I c \ c l  oIservice. On the otlier hand. those satislicd jv i th  the post;iI 

service saw the increase a s  ;icceptabIc. If.thc postal service impro\.cd its s e n  ices. perhaps more 

peoplc \vould favor ;I pi-ice iiicrease. I:speci;illy \ \hen looking at individual responses. i t  is 

apparent that particular people who were angered at the post;il scr! i ce  and gave i t  constant one o r  

two ratings. were strongly opposed to the idea of raising rates. 

The llnited States P o s t a l  Service is looking to enact ;in automated system of prirclinsc l i ir 

stamps over the Internet. Tl ie  proposed system uses ;I sect~rc' s e n e r  i n  v.hicli st;imps ci111 he 

purchased over the Internet mith the use 0 1  a credit cnrtl. Lktcrniining potential end users 

propensity to use such u s j s t e m  is key in deciding \\hcthcr o r  no t  

iniplementation. In testing for an cnd users propensity t ( i  h a \ e  :I positi\c inclination to  use such 

a sqstetn we dccided their opinion would be based on certain existing pnrtialitics and 

predispositions. Currently there is an automated system at certaiii physical locations where 

customers can purchase stamps with a credit card. 

thc new proposed Internet system: with the main correlation being the use o f a  credit card to 

purchase the stamps. We believe two of the  factors determining the elfectivcness of the 

proposed online system are: people's proficiency level with the Internet and their comfort level 

with using a credit card over an electronic medium. In researching the feasibility on the 

customer side of an Internet based stamp purchasing system. we looked at the existing custonier 

satisfaction with credit card ordering. as \*.ell as asking directly if potential customers would use 

go kir\\ard m i t h  

This is the closest system currently in use to 



an online orilcring system This data was then correlated \\it11 thcir ayc (;IS tlicic is plnusihl! :I 

direct correlation het\\een agc and coinpiitcr proficiency on the populatioii Ic\el) 

Percentage of Responses by Age Group 

0.00% 
65 and Over 

50-64 

Q 
2 

35-49 0 u 
m 
7 

20-34 

Under 20 

75.00% 

0 00% 20 00% 40 00% 60 00% 80 00% 100 00% 
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The chart above shows the percentage of people who responded positively (a 4 or 5. with  

5 being the highest rating) in  each age group to hoth the proposed Kstamps and the ciirrent 

credit card purchasing system. The credit card approval rate is markedly higher in all age ranges. 

In fact. the average approval rate of Credit Card billing at physical locations is 207% of the  

average positive response to e-stamp ordering. llowever. when the 65 and over age category is 

eliminated. the difference in approval ratings closes by 53% 

The overall trend tends toward a high correlation between positive personal impression 01' 

credit card ordering and a positive opinion of E-stamps (with an exception of the over 65 



catepory in nliich ~ J O  one tiad a positive respotise to I!-st;iiiips). F-st;iinp psit i \  e opiiiioiis lagged 

I3-30%, behind credit card opinions i n  each catcgory h i t  ai\\'ays reacted iii thc s:iiilc ilirrction. 

O u t  o f a  total  01'45 respondents, only 22 had ii positive opinion of Credit c m l  t>iliitlg. nnd (nil! 

12 had a positivc opinion ofe-stamps. I'rom thc data set as ii whde. the a\.erage response trom I 

(lo\vest) to  5 (highest) \+:is 2.73 o n  e-stamp ordering and 3.20 on credit card ordct~iiig. \\it11 

respective standard deviations of I .4X3 and 1 .JOX. .I'lie 90% confidence interi~ul is then 

calculated to be 2..37~s53.007 for e-stamps and 2.W<:x5.3.63 for credit ccird ordering. .Ibis 

shows with a high degree 0 1  confidence that the population's response to both ordcriiig solutions 

is iess that positive. Interestingly respondents age 35-64 had the highest positi\c response rate. 

So while i t  sccnis logical to assume y w n g  people \\auld be the most l ikcly to tise elcctroiiic 

mediums to  ptirchasc stmiips. the data does not necessai-ily uphold this ussumptioil. 

Ease of Buying Stamps vs. "4" or "5" Responses  on E-Stamps 
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Response on "Ease of Buying Stamps" Question 
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Another prominent liictiir in  ii custorner's propensity to iisc the Internet to buy stamps is tlictr 

current impression ol'how easy i t  is for them to get stamps through con\~entionnl nictliods 

'l'lic gr;iph hclo\z show the percentage ofpositi\,c response (4 o r  5 )  on the e-stamp 

question categorized b! thcir opinion on tlic ease of buying stamps. For  csaniple: 2.3.54% of 

people \vho \,cited a 4 on their opinion of the ease o f  buying stamps said they had ;I positive 

inclitiation to buy e-stanips 

The general corrckition shown in this graph is that relatively fcw ( less t l im ; O o h )  people 

had a positive opinion of buying stamps on the Internet. l h c  logical assuniption \vould  be that 

people wlio like using credit cards to purchase stamps ~ v i i ~ i l d  appreciate the con\~cnie~icc of the 

Internet and also l ike purchasing over the Internet using the same credit cards. I Iovcver. 

relatively fe\v pcople 1i;id a high opinion of e-stamps. I t  is iilso notrible that the Iiiglier opinion a 

person liad on tlic use of  a credit card to  buy stamps at a plijsicol location. the higher tlieir 

positive rcsponsc rate \\as to e-stamps. This sho\vs tliat people \ \bo  are not sntislied \\~itli 

existing credit card purchasing options arc not likely to view the internet c-stamp purch;ising 

option BS ;I \.i;tble altcrnative. 

In eva1u;iting this discussion oftl ie public opinion o f the  Llnited States Postal Ser\.ice oiic 

must keep i n  mind that the data set was skewed to the primarily (Iwcasian demographic with a n  

incomc ahovc $50.000. licgnrdless of this innate disadvantage. the data set implies that the U.S. 

Postal Scrvicc customer has a neutral to good opinion of  overall service. ofthe weral l  timeliness 

of the postal service. and over 50% said that a postal rate increase would not al'fect their usage 

patterns. In the process of researching, the most olien voiced complaint was not t l ie Postal 

Service's service on the wholc but rather the individual customers experience a t  tlie individual 

postal precincts. 

Postal Oflice rrithcr than to package services to increase the public's overall satisfaction. 

Perhaps more attention should be given to the customers experience at the 
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The r ( w l t s  cifthe lirst q~es t ion  helped to show that people tcnd to agree with or like the llnilcd 

Statcs Pt>stal  Ollicc and its various fiinctions. For example. in  the follo\+ing graphs. thc ‘ ‘g~od  

ratin?.. (3 or h i ~ h e r )  tar out\vcighed the bad in  an! of the  services. Priority Mail received the 

higliest ratinss and L)eli\ery (‘onlii-mation Scinice the lowcst: that. however. \vas most likel), due 

to the large number of people \ ~ h o  had ne\’er used the service. 

Opinion Towards Services of the Post Office 

40 , 

What c:in bc deduced from this. then. is that most people are happy \\ith the service they receive: 

they lind \\hat they are offered at thc Post Oflice adequate. The Post Office therefore doesn‘t 

have to do much in way of improving its actual delivery services. 

The actual opinion of the “ser\,ice” (thc way by which i t  perfonms its services) of the post 

office was not as ovewhelmingly in  favor as the various “services” that the post office offers. 

Although. Ibr the most part. people did rate the various tasks as “good” (again. a 3 and above), 

there were many more “poor” complaints than previously. 
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Opinion Towards S e n  ire of the Post Office 

35 , 

Tliis \iould perhaps indicate that although people use rind enjoy what the Post Office has t o  offer. 

the? are 1101 as pleased with Iiciw the) ofler it: "Kesponsi\.eness 10 ('ustomer Complaints" 

rcccived thc lowest of al l  of the ratings. (Although the fnvor;rble .'l'ostal Insurance (.'lainis 

Process"' \ \ ;IS \.cry low. this is due to thc large ; i ~ m i i n t  of people who have not used the service.) 

(.iiven. then. this generally favorable opinion oL'thc Post Ollicc leading into question three. 

we ~.vould expect that thc trend would continue. It does. lor the most part. although the negative 

( i n  this casc "Disagrce") ratings occur with greater frequency. Although most people agree that 

the Postal Service has improved over the past several years. there are some people (9 ,  to be 

exact) w h o  fix1 that is lias not  improved. 
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.I’lic most  intcgr-al portion o l . 1 1 ~  question i s  the one that asks I i m v  one agrees \vith the 

.. . st ;~tc~i ie~i t  -‘I 

the ni:iiority ol’the people 

pay a price increme. Yet I7  people (4l”’o) disagree o r  strongly disagree with this stateinent. 

‘Iliir re\cals that the Post Office will have trouble winning over the hearts of the people should 

they clioosc to iniplenieiit this price increase. J’he question becomes. then. who does it need to 

\ \ i n  nver-in orlier words. is there any gender or age 11iat \v(iiiId he more willing to pay? 

:I %..3 i iiicrcase in the price o f  stamps as reasonable. I l i e  survey found that 

24 ~~ agree or strongly agree i \ i t l i  th is  statement: they arc willing to 

Opinion Towards Various Aspects of the Post Office 
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k flect of Age on Opinion Towarda Post Office 

Overall Overall Overall 
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to P 0 P O  P O  

Surprisingly. the survey also showcd that \ \omen are niore likely to  be unfworahle to the 

post office than men. althougli the results \\ere very closc to e;icIi other. Women wcrc much 

more likely t o  he "indillerent" to the post ol'lice. hut inen \\ere more likely to  he Ijvorablc. as a 

\\.hole. 

I:lfCct of(-;endcr on Opinion 'lo\\ards Post Olficc 
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\i'lwii this is con ipa Icd  \\ i t l i  I ! N  \bi l l inpess  t o  pay the i i i c ~ ~ a s e .  n m  were. expectantly. niticli 

more \villing to pa> the itici-iase than \\ere \\citnen (;iltIioti~$ not hy very niucli). This is in 

kceping \\it11 t he  cxpcc~ctl trends Iiom the "liflict I I I  (ientlcr on Opinion 'l'owards the Post 

Oflice"-since incn h;i\e more fa\orable feelings to \b i i rds  t h :  post ollice. they \\oiild he t n t i ch  

more \villing to do scc i t  improve atid become even better. Since \\omen have more negative 

t'celings to\\attls the Post Otiice. they \vould he less willing tu put any more money into i t .  

Effect of  Gciider 011 Ilcasonahility of Increase 
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Therefore. if the post oftice i s  pushing to get this increase through. they will have the hardest 

time convincing wo111cn and the younger generation. and should cater any campaign i n  that 

respect to thcsc people. 

Yet why are people unwilling to pay the price increase'! Most people agree that the 

Postal Office provides a decent service to them and are responsive to their needs: they. as  noted 
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25 

Very reliable Somewhat Somewhat Very Don't know 
reliable unreliable unreliable 

'I'he results nercn't quite a s  expected. Given the overall favorable reviews ofthe Post Ol'fice 

earlier. u e  wcrc surprised to  find the largc number of people who found the post office either 

"unrcliahle" or even those people \ \ho fiiund it "very unreliable. 

said that the Post Oflice did not meet their standards on reliability. 'This. then, can be considered 

a serious problem. something that deliniiely nccds to bc dealt with. 

.. . I'wclve people--out of 4 1 - 

The natural progression then became. "if a three-cent raise in the price of a first-class stamp 

would increase reliability. how willing would you be to pay'!" The results showed that most 

people would not be any  more or any less willing to pay. There was. however. a significant 



:niioinit \\ho ~ \ w I d  he I c r r  v i / / i ~ y  to pa? i i  it increased reliability. 'This. at first. u a s  pumling. 

Wliat \\e d ~ t c r ~ i ~ i n c t l .  h o \ \ e \  cr. is sonictliing tIm1 \\;IS n ~ ~ n t i o n e d  earlier: people \\'I111 n c s a t i \ ~  

feelings to\v;irds the post nllice \ \odd generoll! have negative feelings across the bowd. And. 

\\hen taking this survey. they \ \ o d d  mark anything that u o u l d  portr:iy the post ollice in ;I 

negati\ c light. hence the pel-plesins ratins: people \vho  arc opposed to the increiw will he 

opposed to i t  1x1 i i iattci- \ h i t .  

\ \ ' i l l inyicw to Pay liicrriise 
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k'inally. we thought i t  necessar)- to view the clli.ct t h a t  any new services the I'ost Olfice could 

employ that nould have a positive effect on its overall usage. As shown earlier. people 

responded quite fa\:orably to the idea that they wc)uld he able to buy postal products in excess of 

$5 i n  a vending machine: this is something that the LIS Postal Service should look into 

implementing. They also responded quite favorably to the idea of E-Stamps. electronic stamps 

that are purchased over the internet, Since that seemed like a very intriguing idea. we decided to 

look at the whole "internet revolution." and see its elf'ect on the Post Office and see if the Post 

Office could benefit 1ri)m hecnming an integral part of it. 
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As c;in he seen. E-mail  has had ;I direct e l l2c t  oii the entirk llnitcd States I'ostal Scr\,ice--a large 

numher ol'pei)plc said that thcre purchase o l ~ s t a m p s  decreased i n  volinnc. This is something that 

the I'ost ( ) I f i c e  canno t  ignore. As technology progresses. thcy st;lnd to lose ;I lot of money as  a 

result of e-iii;iiI clecreosing the piirchase ofpost;il stamps. 

The iden of I f -  Stamps. then. scems very intriguing. Yet will that  do much to help bolster the 

sail of postage st;imps'! Will that reach those people who are less likel!l to buy stamps? 

The nest graph helps t o  atlsw-er that question. It shows the effect that age has on e-mail and 

the willingncss to use e-stamps. 
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Questions 

.As c;1n he e\pectetl. Ihosc .34 years and ?ounger are much mire  likely to  say that 1;-mail 

has decreased the \oltttiie ol'stnmps that they ha\.e bought. I l u t  \\list is really interesting is the 

kict tlint the!. s t i l l  ;ircii't ;IS willing to purcliose stamps over  tlie internet as those ?i+. ,4lthnugh 

they ;ire "1' '11 orahle'. to this idea. tlie older generation. \vho hasn't been as al'fectcd hy e-mail 

(and. as sho\rn are e;trIier. are more favorable to the Post Office in general) arc more favorable to 

the ideo ofe-stamps. What can be interpreted froin these resdts is that the y ~ u n g e r  generations 

sees e-mail as an alternative to the Post Ollice in general. and are not too willing to replace that. 

35+ year olds. Iicwever. favorable to the Post Office and its reliability. don't. perhaps. see the 

Post Oflice being replaced by email. and would be more willing to do other. new and innovative 

ideas to bring i t  together. Perhaps. also, they would be willing to spend the time to order such 

stamps on the computer: 34 year olds and younger simply don't mind using e-mail lor the 

majority oftlieir postal nerds. 
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total surveyed hecatis(, il'somccvie did i i i i t  h a \  c :in opinicm about  the product (\tic11 ;IS deli!c.r\ 

confirmrtion i m i l )  then ihcy esscnti;il ly d i d n ' t  usc i t .  ' I  1115 \val. \\e li,unci the proportion ( i t  

people \vho enjoyed the plroduct ~ . h c  actually used i t .  O u r  results arc in  the talde belo\v. A s  you 

can see. First ( ' lass and Priority Mail h;id thc hest rcsults \villi about two-thirds ol.iill u s u s  

enjoying tlit' service. Less than ;I third i i l 'a l l  I I S ~ I - S  ( i t '  I ) c l i \  cry C'onlirmation Service and 

Certified hlail receiwd less t l im  :I third o f g a w  thc:;e products satisfactor\. ratings although i t  is 

importnnt t o  n o t e  that  alnlost all the other rntinfs lix these two products were .;.s-just average. 
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Postal Service's Service Ratings 

The second area of questions pertained to the postal service's service quality. For this part we 

applied the same methods as the previous one. hiding out which services were rated the niost 

satisfactory by combining all 4's and 5's .  b'or this section. the results were more varied in 
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Postal Service Changes 

The third section dealt \vi[h changes with the postal service. The most relevant question here 

was ho\v people felt about the increase in postage to  $.;7. Of the  people survey. over halfofthe 

respondents (53%) felt that $.37 was a reasonable price for standard postage while a little less 

than one-third of ;dl respondents (32%) felt Ihat the price hike would be too cxpensive. 

Regarding the usc of purchasing stamps over the Internet. 25% respondents did not care about i t .  

Ofthe 30 holding an opinion. a little Over half(S3%) felt that they would probably purchase 

stamps that way while a little w e r  a quarter (26%) said that they would not use ]lie service. 



!]sing a credit card lor  stamp purcliascs \ \as  IiiFlily regartied as  \\ell with OO?4 olrcspondcnts 

saying that they would be nilling to  use credit cards l o r  purchxes 01 over $ 5 .  I n  contr:ist. o n l y  

20% of people s i i r \ q e d  \\ere opposed to the iden. Regarding changes in qtiality in the postal 

service most  either held no opinion or  were neutral in  i t .  A s  lor the rest. 28% did not lee1 that 

postal service quality inipro\,cd in the past fi\,c !ears \vliilc only ?I?;> f > l t  that i t  did. On the 

bright side however. m ~ s t  people fecl that the overall qualit!. ol.the postal service is quite 

excellent, with only 7.% ol.the respondents disagreeing \\ ith the statement. In  coiitrxt. 42.5% 

felt that the seiwicc \vas excellent. 

Frequency ofb'isits to  the Post Officr 

O l o u r  respondents. we received ii good u r i e t y  ol'people reprdJiig their nnmber oTvisits t o  the 

post office. 3.3% o f  respondents visited the post office \\cckl!. 17% visited it nionthly. ;7% 

visited i t  several times ii year. and only 3% iisitetl i t  scver;iI times ;I \\cek. 

Electronic Stamp llsage 

This question held it lot of importance i n  thc qiiestioiiniiire and h a s  somewhat related to section 

3's question of purchasing stamps over the Internet. Ilesponses to this question \\ere quite varied 

with 6 respondents having no prclkrencc Ibr it. 2W6 being extremely likely to use the service. 

and 47% being unlikely to use it.  The table below sho\vs our findings. 
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E - S t a m  p U s a g e  

Designing Your Own Stamps 

'l'lie final question \\e had on our survey dealt with ho\\ likely pcoplc \\otild IIW a sun ice  that 

allo\vetf them to  create their o\\n stamps. Rcsults h r  this q i~es t ion  \\ere sli$ll> Inore posit ive 

than the onus will) E-stamps. with 37% of the  people telling LIS that the? \\auld l ikely IISC the 

service. Only 26% said that they \ \ odd  probably not use the service and 5 people had no 

opinion reprding the service. The  lb l l ow ing  tablc sho\vs o u r  results. 
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Designing Stamps Service 

Conclusion 

People seem t o  bc generally satisfied with all aspects ol.thc post ol'licc. Il-st;lmp usafc secms to 

be met with moderate appreciation \+hilt the ability to  design your O V I I  stamps is nlet \ \ I l l )  an 

w c n  greater li.el. 'I'he price hike seems to he getlerally accepted. \\101 o\'er Ixilf'of~thc 

respondents kel ing that it is a fair price to charge. I.astly. survey participants feel tha t  the ease 

of buying stamps. mailing packages. and receiving them on a tiinel? 
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